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Rough Proofs 


That Yankee sergeant whose girl 
friend presented him with quad- 
ruplets must feel exactly like a 
man whose part-time hobby has 
suddenly developed into a full- 
time business. 
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A WPB associate of Charles E. 
Wilson, Popular Science reports, 
says “The magnitude of the over- 
all problem didn’t stun him into 
inactivity.” 

Probably it just pushed him into 
overalls. 
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“Be Vocal About Politics, Castle 
Tells Admen.’’—Headline in Ap- 
VERTISING AGE. 

Might as well be—the politicians 
always are. 
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Wildroot has earmarked $1,000,- 
000 for advertising this year, a 
news story says, but actually the 
advertising includes big schedules 
for newspapers and magazines as 
well as radio. 
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Successful Farming suggests that 
you can usually judge a farmer by 
his fences, and that is one meas- 
ure of success which has been gen- 
erally adopted by politicians too. 
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Congressman Barry proposes 
that advertisers be required to 
publicize adverse findings of the 
FTC at their own expense, but»for 
some reason doesn’t insist that 
FTC do the same thing in the cases 
it loses. 
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Daytime radio programs, P&G’s 
William G. Werner says, “trans- 
port housewife listeners to the sort 
of dream - and-romance world 
which gives them refreshment in 
mind and spirit they so often 
sorely need,” 

Even when they’re already using 
the right soap for dish washing? 
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The New Republic says that in 
promoting social and economic 
ideas, advertising has taken over 
a function belonging to govern- 
ment. But even the New Republic 
ought to know how difficult selling 
ideas usually is. 
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Improved casting methods are 
needed for best results, insists 
Metal Progress, finding itself for 
once in complete agreement with 
the people who have production 
Problems in Hollywood. 
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“How to keep refrigerator 
happy,” is the headline of a typical 
Frigidaire ad in its new service 
Series, which has as its general 
theme, “How to keep from cooling 
off a warm friendship.” 
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Since Alben Barkley, the pride 
of the Bluegrass, read the riot act 
> FDR, they’ve been booming him 
or the presidency, but chances 
are he’d prefer to try for presi- 
dent of the Senate. 
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phen it comes to research, says 
r. C. E. K. Mees, the research 


director is wrong over half the 
ime and the committee of com- 


ny vice-presidents is wrong all 
a € time. No wonder vice-presi- 
ents die young. 
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venuitiness Week won a directed 
suit ict in that million-dollar libel 
Se of Montgomery Ward, but to 
fone Avery a knockdown in the 
round doesn’t mean a thing. 


Copy Cus. 


Vast Promotion 
Will Spur 1944 
Victory Gardeners 


Mounting Campaign 
Poised to Reach 
Peak in April 


By FERD KOPP 


Chicago, March 1.—First notes 
have already been sounded in a 
gigantic promotional drive in be- 
half of Victory gardens—need for 
which is more vital this year than 
last—that will reach its crescendo 
in April and will continue in only 
slightly lesser tempo in succeed- 
ing months. 

Size and scope are impossible to 
measure, but all indications point 
to promotional efforts that over- 
shadow any other war project, 
even those accorded the Victory 
garden campaign last year when 
the nation, responding to an un- 
precedented advertising and pub- 
licity barrage, turned to the earth 
and tilled and harvested 20;000,000 
gardens—2,000,000 more than the 
goal set, with an estimated yield 
of 8,000,000 tons of food. 

This year, with a goal of 22,000,- 
000 gardens set by the govern- 
ment—4,000,000 more than 1943’s 
quota—the gardens are expected 
to provide 10,000,000 tons of food 
to supplement commercially grown 
supplies, and to save containers 
and manpower. 

Everyone from seed producers 
to railroads; from agricultural 
equipment makers to department 
stores; from the Department of 
Agriculture to the smallest mu- 
nicipality; from the largest maga- 
zines and radio stations to the 
smallest country newspaper, has 
jumped on the promotional band- 
wagon. While the volume of ad- 
vertising and promotion designed 
purely to induce persons to plant 
gardens may be smaller than that 
given bond and other war activi- 
ties, supplementary editorial mat- 
ter in magazines and newspapers, 
garden club sessions over the ra- 
dio, missionary work by govern- 
ment extension men and by Vic- 
tory garden promoters hired by 
various industries to carry the 
work through the fall, is expected 
to outstrip the efforts accorded 
other projects, which usually last 
only a month or two. 


Reaches Peak in April 


The third Victory garden infor- 
mation campaign is expected to 
hit its full stride next month, when 
it will be a featured item on the 
OWI schedule. A special kit for 
local newspaper cooperation, and 
other advertising material, both 
national and weekly, will be pre- 
pared by the War Advertising 


(Continued on Page 58) 


Merchandise Men 


aid surplus sales. See 
‘In Washington’, Page 
32. Other features: 


Ad-libbing ove ae 
Coming Conventions 45 
Editorials 12 
Getting Personal 54 
Information for Advertisers 12 
Photographic Review ... . 63 
Postwar Planning .. 30 
Rough Proofs . at:4 
Voice of the Advertiser 24 
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MINNESOTA 
HARD WATER ACT 


NO SOAP SCUM left in stockings when you wash 
them with VEL, even in the hardest water 


OPENS TEST—"Makes hard water soft’ 

is the selling point of this test copy 

placed by Colgate-Palmolive-Peet in 
four states. (Story on Page 4.) 


Paper Situation 
May Improve, WPB 
Tells Newspapers 


Washington, D. C., March 2.— 
The first optimistic official state- 
ment on the paper situation since 
the crisis began to develop more 
than a year ago, was issued this 
week by’ WPB trouble shooter 
Harold Boeschenstein, who told 
the newspaper industry advisory 
committee that improvement in 
the over-all situation can be ex- 
pected during the second half of 
the year unless unpredictable de- 
mands for paper and paperboard 
develop, or possible improvements 
in pulpwood production are not 
realized. 

In reporting progress in the bat- 
tle to balance pulpwood supplies 
and demands, Mr. Boeschenstein 
did not promise any relaxation in 
print quota restrictions, but he 
said that limitation orders affect- 
ing the printing and publishing in- 
dustry would be carefully studied, 

(Continued on Page 60) 


Appliance Field Unlikely 
to Expand, FTC Asserts 


Mutual Drafts 
New Policy on 


Religious Programs 


All Confined to 
Sunday Mornings; 
Soliciting Banned 


New York, March 1.—Seven 
religious organizations, which last 
year accounted for $3,367,000 of 
the $12,527,000 billings grossed by 
Mutual Broadcasting System, have 
been advised by the network that 
effective Sept. 14, all commercial 
religious programs will be confined 
to, and aired on Sundays, prior to 
1 p.m., EWT. 

The new Mutual dictum, which 
evolved from a recent board of di- 
rectors’ meeting, further stipulates 
that all such religious programs 
shall be limited to half hour pe- 
riods and that solicitations of funds 
shall be prohibited. 

This marks the first time that 
Mutual has taken definite action 
to restrict the activities of groups 
which pay for what it terms “‘com- 
mercial religious programs,’ and 
carries out recommendations made 
at past Mutual executive meet- 
ings to improve its programming 
policies. The network has not sold 
any additional time for religious 
broadcasts for the past 16 months. 

According to Edward W. Wood 
Jr., Mutual’s sales manager, spon- 
sors of religious programs have all 
signified their intention to cooper- 
ate and comply with the network’s 
new policy. With regard to ban- 
ning solicitation of funds over the 
air, Mr. Wood said that while its 
action would doubtless affect the 
income of the sponsors, most of 
them could presumably carry on 


(Continued on Page 61) 


Last Minute News Flashes 
Ban Hits Hallmark, Minneapolis-Honeywell Shows 


Washington, D. C., March 3.—Verbal instructions transmitted to 
naval districts this week by the Navy Department prohibit use of 
Navy personnel on sponsored network broadcasts, but permit conclu- 


sion of existing arrangements, including options. 


Principal shows hit 


are “Meet Your Navy,” sponsored by Hall Bros. greeting cards on the 
Blue, and “Bluejackets’ Choir,” sponsored on CBS by Minneapolis- 
Honeywell Regulator Company. The former’s present contract expires 
April 7, the latter’s April 2, but both have reportedly been given addi- 


tional time to exercise their 26-week options. 


held responsible for the ban. 


AFM complaints are 


The Navy also prohibited use of Navy 


personnel formerly active in theater, movie or radio work as actors 
on any broadcasts, sponsored or sustaining. 


‘First Nighter’ Expands to 208 Mutual Stations 
Chicago, March 3.—‘First Nighter,” 14 year old Campana dramatic 
program, will expand from 120 to 208 Mutual stations March 8, when 
airing of the program is changed from 6 p. m., EWT, Sunday, to 9:30 
to 10 p. m., EWT, Wednesday. Wallace-Ferry-Hanly, Chicago, is the 


agency. 


Shulton Schedules New Spring Campaign 

New York, March 3.—Shulton, Inc., has launched a full-color cam- 
paign on its Early American Old Spice men’s line for the first time 
this spring in eight national magazines. Copy will include 11 insertions 
in full and half pages, for midseason and Father’s Day selling. Wesley 


Associates is the agency. 


Bendix Home Appliances Appoints R&R 

South Bend, Ind., March 3.—Bendix Home Appliances has appointed 
Ruthrauff & Ryan, Chicago, to handle its advertising, effective March 
15. D. R. Willis is account executive. 


Already Matured, It 
Says; Reviews Auto, 
Gas, Tire Selling 


Washington, D. C., March 2.— 
Trade sources which confidently 
anticipate a tremendous postwar 
expansion of the household appli- 
ance field do not see eye to eye 
with the Federal Trade Commis- 
sion, it was revealed today when 
the FTC submitted a report to 
Congress which asserted that the 
appliance industry is not likely to 
expand after the war, basing this 
startling assumption on a study 
of peacetime marketing conditions 
which indicated that the market 
for electrical appliances was 
nearly saturated before the war. 

While the war will create a 
backlog of demand for household 
appliances, and a market for some 
new installations, the FTC report 
said the industry has already 
reached a point of maturity where 
sales are mainly for replacement. 

As evidence of this, FTC said 
washing machines and vacuum 
cleaners had already suffered a 
decline in sales between 1937 and 
1939, presumably because 50 to 
60% of homes wired for electricity 
already had them. The Commis- 
sion reported that electric ranges, 
however, were used in only 10% 
of wired homes. 


Studies Other Fields 


The report on appliances, with 
somewhat similar analyses of pe- 
troleum products, automobiles, 
tires and tubes, and farm machin- 
ery, was forwarded to leaders of 
both houses of Congress as the 
third instalment of the Commis- 
sion’s study of the nation’s peace- 
time merchandising machinery. 

FTC found that 53.35 cents of 
every dollar spent for six major 
household appliance items was 
used to cover manufacturer, 
wholesaler and retailer distribu- 
tion costs, and declared that the 
wide margins of profit that were 
allowed to dealers had given rise 
to irregular marketing of brand 
name goods by discount houses 
which engaged in no advertising. 

Methods of distribution used by 
household appliance’ manufactur- 


P&G, Lever Bros. 
Settle Patent 


Infringement Suit 


Cambridge, Mass., Feb. 29.—The 
patent infringement litigation be- 
tween Lever Brothers Company 
and Procter & Gamble Company 
has been amicably settled, it was 
learned here this week. 

Under the settlement, P&G will 
continue to produce and market 
its new Ivory soap, which Lever 
Brothers had charged was an in- 
fringement upon a process devel- 
oped by John W. Bodman, director 
of research, and used in the manu- 
facture of Swan soap. The U. S. 
fourth circuit court of appeals 
ruled last December that P&G had 
infringed on the Lever soap-mak- 
ing patent, reversing a Baltimore 
district court and remanding the 
case for further proceedings (AA, 
Jan. 3). 

Under the settlement disclosed 
here, all pending legal action by 
both parties has been dismissed. 
Terms of the settlement were not 
revealed, although it was reported 
a large sum of money was in- 
volved. 
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ers have changed and broadened 
as the appliances ceased to be re- 
garded by the public as novelties 
and became accepted as virtual 
necessities, FTC said. As the pos- 
sibilities of over the counter sale 
replaced the house-to-house can- 
vassing method, department stores, 
hardware stores and other busi- 
ness houses entered the distribut- 
ing end of the field. 


Often a ‘Side Line’ 


In 1941, B. F. Goodrich Com- 
pany offered its tire dealers with- 
out charge the services of its store 
planners to arrange their service 
stations? to handle a diversified 
line of household appliances. In 
advertisements placed in national 
magazines, Firestone Tire & Rub- 
ber Company promoted dealers’ 
lines of vacuum cleaners, toasters 
and other items. 

Most electrical appliances were 
produced and marketed by firms 
operating in more than one field, 
and often making unrelated prod- 
ucts, the report said. Household 
appliance divisions of such organ- 
izations as General Motors have 
the advantage of capital resources, 
engineering facilities, knowledge 
of marketing conditions and pres- 


tige built around other commodi- 
ties, the report pointed out. 

Since household appliances are 
sold predominantly under manu- 
facturers’ names, FTC said, adver- 
tising in both trade and consumer 
publications are important activi- 
ties in the field, calling for 5.58 
cents out of every sales dollar of 
21 manufacturers questioned by 
the Commission. Retailers spent 
an additional 2.5 cents of each 
sales dollar. 

Appliance manufacturers 
reached the trade through trade 
journals, exhibits and shows at- 
tended by dealers, appealing to 
consumers through newspapers, 
national magazines, and joint ad- 
vertising with local distributors. 


Use Business Papers 


Of 30 firms in the field, 23 used 
trade journals, although the ap- 
propriation required only 3.9% of 
their advertising budgets. Joint 
advertising, booklets, displays and 
direct mail accounted for 42.2% of 
the advertising, but 20 firms spent 
21.3% of their budgets in news- 
papers and 16 spent 17.1% in na- 
tional magazines. Five firms used 
radio, spending 2.8% of their 
money, and seven used outdoor 


posters, spending less than 1%. Of 
25 manufacturers, 13 had market 
research agencies, studying po- 
tential demand, consumer prefer- 
ences and other merchandising 
problems. 


Automobiles 


In the automobile field, FTC re- 
ported, manufacturer and dis- 
tributor charges for handling auto- 
mobiles were lower than the dis- 
tribution costs of any field, but de- 
clared tlaat dealer franchise con- 
tracts and finance company poli- 
cies threaten the financial stability 
of dealers. 

The Commission offered little 
new material on this field, but did 
assert that the most expensive 
automobile was not necessarily the 
most profitable. For example, the 
report said that General Motors 
made 2.23 cents profit on each dol- 
lar invested in Cadillacs; 5.16 cents 
in Chevrolets and 9.22 cents in 
Buicks. 

Of nine automobile companies, 
Hudson was a leader in the pro- 
portion of its dollar spent for sales 
and promotion, 9.63%. Of this, 
4.16% or $2,800,000 went into ad- 
vertising. General Motors spent 


read in The News. 


for Hoosiers . . 


vertising. 


The 


FIRST in daily circulation 
FIRST in advertising linage 


Hoosiers know they can believe what they 


Written and presented by Hoosiers to and 
. it gives them their world, 
national, state and local news in their lan- 
guage, in the way they like it. 

The News influences their thoughts by 
making them think. For 74 years it has 
swayed their politics, spurred their desires 
for better things and shaped their pur- 
chases by rigidly censored, honest ad- 


FIRST in the Hearts of Hoosierdom 


on the farms, 


News. 


It's no wonder they quote The News... 


tories and business establishments, on the 
street corners. 


Your advertising . . 
. . will be read—and believed now 
and after the war. 

In the 33 counties covered by The News 
there are 1,330,100 people with an effective 


buying income of $1,231,066,000 (S. M. 
Survey May 1943). 


INDIANAPOLIS NEWS 


The Great Hoosier Daily, Alone, Does the Job 


33 
ati DAN A. CARROLL oe. find St 
Cou es J. E. LUTZ Chicago (11) 
pum by . Tribune Tower 
red bythe) | >. BREEZE 30:22 W Wash St. 
NEWS 


in their homes, in their fac- 


. in The Indianapolis 


5% of its income for selling and 
administrative expenses; Chrysler 
5.3%; Ford, 6.5%; Packard, 6.3%; 
Nash, 3.7%, and Studebaker, 9.8%. 

In concluding that manufacturer 
and distributor handling charges 
for automobiles were lower than 
any other industry, FTC broke 
down 38 typical sales to show 
where the consumer’s dollar went. 
Of the selling price, 65.78 cents of 
every dollar went to the manu- 
facturer and 22.05 cents to the 
dealer. The average cash selling 
price for the 38 cars was $904.15, 
which included $26.22 for the 
manufacturer’s distribution costs; 
$39.08 manufacturer’s profit; $3.88 
for cooperative dealer - manufac- 
turer advertising; $31.10 for taxes 
and $199.36 to cover dealer ex- 
penses and profit. 


Petroleum 


Reporting on the petroleum in- 
dustry, FTC said that with few 
exceptions, the 11 oil companies 
that had formed following the dis- 
solution of Standard Oil continued 
to dominate their respective terri- 
tories, although their proportion- 
ate hold on the markets had de- 
creased. In New York, for in- 
stance, where Standard Oil had 
controlled 90% of the market in 
1911 and 46% in 1926, it continued 
to lead the field with 24.5% of 
sales. 

The Commission found that 42 
gas and oil companies were spend- 
ing 1.64 cents of every dollar of 
sales to advertise and promote 
their product. In addition, FTC 
said, 54 ‘wholesalers spent _ an 
average of nearly a cent of each 
dollar and 197 retailers averaged 
oe cents per dollar for promo- 
ion. 


Caustic About Advertising 


Advertising of gasoline by 
brands drew caustic comment from 
the Commission, when the adver- 
tising placed emphasis on the 
quality of the particular brand in 
an attempt to create consumer 
preference. 

“That the advertised superior 
quality of some brands sold in the 
same market sometimes are adver- 
tising claims rather than facts,” 
the Commission commented, 
“would seem to be evidenced by 
the fact that under exchange 
agreements among large market- 
ers in normal times, nationally 
advertised refiner and marketer 
No. 1 often will have an exchange 
agreement with refiner No. 2 
under which refiner No. 1 sells 
under his own brand name, with- 
out further processing, some gas 
obtained from refiner No. 2, and 
refiner No. 2 will do the same with 
the product of refiner No. 1.” 

Integration of the oil business 
has resulted, the Commission said, 
from the desire of refiners to con- 
trol outlets so that they can be 
assured a market for the various 
products of their refineries. At the 
other end of the system, the Com- 
mission found that control of the 
market enabled the large firms to 
maintain price leadership in deal- 
ing with the independent oil pro- 
ducer. 

These 18 large companies made 
79.94% of the gasoline sales in 
1939, FTC found, although they 
controlled only 43.52% of the 
crude. Despite the concentration 
of control in the field, FTC found 
that burdensome chain store taxes 
and other regulations had caused 
oil companies to divest themselves 
of actual ownership of service sta- 
tions, special discount devices and 
other promotional advantages 
which were established as a means 
of assuring control over the dealer. 


Tires and Tubes 


In the section on the rubber tire 
and tube industry, FTC detected a 
marked shift in the channels of 
distribution for replacement tires. 
In 1922, more than 98% of these 
replacements were handled by in- 
dependent retailers, the Commis- 
sion said, while in 1940 retailers 
continued to sell 46.6% of the re- 
placements but chain stores had 
won 19.5% of the business, oil 
companies 17%, and mail order 
houses 4.4%. 

The Commission found that tire 
and tube manufacturers were re- 
lying heavily on dealer assistance 
programs to market their products. 
Of 15 manufacturers, 14 provided 
booklets and cards for dealers, 13 
prepared window and counter dis- 


CARELESS CAPERS—are held up as 
examples of bad practice for milk driv. 
ers in a series of color posters for 
Krim-Ko Co., Chicago, manufacturer of 


chocolate milk distributed through 

dairies. Featuring "Sloppy Cy" and 

"Dopey Dan," the posters are designed 

for display in drivers’ locker rooms and 

on dairy bulletin boards. Ruthrauff & 

Ryan, Chicago, handles the Krim-Ko 
account, 


plays; 11 assisted in the prepara- 
tion of local advertising; 10 reim- 
bursed dealers for part of loca} 
advertising; 5 advertised jointly 
with local retailer groups, and two 
provided special prices in con- 
junction with local advertising. 

Supplementing dealer assistance 
promotions, FTC found that tire 
manufacturers conducted exten- 
sive advertising and market re- 
search programs. The 15 manu- 
facturers who were surveyed re- 
ported advertising expenses of 
over $1,000,000, with advertising 
expenses consuming 4.11 cents of 
every dollar, the companies ex- 
plaining that they had assumed a 
=" share of the distributing 
job. 

Tire retailers, too, were heavy 
advertisers, spending 4.66 cents of 
every sales dollar, but wholesalers 
spent only about half a cent of 
each dollar for promotion. 

In addition to direct dealer as- 
sistance in local advertising, tire 
manufacturers supply merchandis- 
ing advice on store layout, stock 
control, sales instruction and other 
items. For tires bearing their 
trademarks, manufacturers nor- 
mally issue consumer price lists. 


Awards to Be Given 
ABP Ad Winners 


Awards will be presented to 
winners in the second annual 
business paper advertising com- 
petition, sponsored by the Asso- 
ciated Business Papers, at a joint 
luncheon meeting of the Chicago 
Business Papers Association and 
Chicago Federated Advertising 
Club March 9 at 12:15 p. m. at the 
Hotel Sherman, Chicago. 

E. F. Hamm Jr., chairman of 
the promotion committee, wl 
introduce Joseph Hildreth, vice- 
president of the Chilton Company, 
Philadelphia, and ABP president, 
who will present awards to the two 
first prize winners and certificates 
to seven others. 


—— 


GREENWICH, CONN. 
IS NO 


BOOM TOWN 


None of this “here today, gone 

tomorrow” stuff about this town. 
Your market in Greenwich wil 
a be a Gold Studded Mar- 
e 


You Can Build 
A 
Lifelong Market 
In 


Greenwich, Connecticut 
Population, 33,000 
The Home of 
GREENWICH [TIME 


AN A. B. C. NEWSPAPER 
Often called “The Best Suburba® 
Daily Newspaper in America.” 

Nationally Represented by 


SMALL, BREWER & KENT, INC- 
New York, Boston, Chicago. 
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DomeEsTIC ENGINEERING 


Oleic 


Presents Basis of a 


( Jeits ticat tals te te Salih Wandin in wee... ald 
alongside this in importance is the job of winning the peace. 


PLUMBING, HEATING AND 


through DOMESTIC ENGINEERING is carrying on the Job of developing 

aol A Reconversion Plan for the Plumbing, Heating and Air Condi- AIR CONDI Zi T ONIN G F ij NDUS TR -_ 
ut tioning Industry, the successful completion of which will be Our 

____} Industry's contribution to the winning of the peace. First require- 

) tcim | ments in the development of a reconversion plan are a thorough 

‘in and up-to-date knowledge of manpower, material and other con- 

7 ditions now existing in the Plumbing, Heating and Air Condition- 

—— ing industry. The partial basis for this information is the two-page 

<t** | questionnaire shown at the right. Copies of this have been sup- 

yed re-} plied all manufacturers in the Plumbing, Heating and Air Condi- 

ertising fl tioning industry. oes ees 
ents of DOMESTIC ENGINEERING 


Survey of manufacturers in 


ies ex- ; ; . / \ 
— ey An impressive percentage of manufacturers have replied to the Plumbing. Heating and 


ributing 


this questionnaire. Final tabulations showing overall figures 


72% of manufacturers 
can increase civilian 


cents of (indfvidual replies are being kept confidential) have been re- manpower away ‘from 
cent of } quested by various Washington authorities who are correlating — Bvease civilikzn modue. 
y as | all reconversion programs and who will ultimately implement rials. $67, "can accept 
{*tocx | feconversion pians for specific industries. Manufacturers who — ‘e other ‘manulacturers. 
i thet | have not already sent us their filled-out forms are urged to do so others ually interesting 
ists. | without delay. The Plumbing, Heating and Air Conditioning “  ” “"™ 
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Bowles Dims Hope 
of Higher Prices 
for Civilian Goods 


Washington, D. C., March 2.— 
Little if any upward adjustments 
in the prices of consumer goods 
may be expected during the early 
stages of reconversion, OPA 
Direc Chester Bowles _ said 
today, although he added that the 
agency’s price policy for new 
civilian goods is still in the dis- 
cussion stage. 

A firm stand against increased 
prices for the limited civilian pro- 
duction currently authorized by 
WPB will be part of a two-phase 
pricing program which will be 
adjusted to meet the demands of 
price control and employment 
as reconversion progresses, Mr. 
Bowles explained. 

During the early stages of 
limited production, he said, prices 
must be kept firm in order to 


resist inflationary pressures which 
would upset the cost of living 
index. As facilities for civilian 
production increase, these _ infla- 
tionary pressures will subside and 
it will then be OPA’s responsi- 
bility to do everything in its power 
to encourage full production and 
full employment. 

The OPA policy of tight prices 
during the early reconversion 
period is apparently based on the 
belief that a producer’ should 
market essential items at cost or 
below so long as he can show a 
profit for his over-all operations. 


Vinson Rule Sets Pattern 


Based on practices adopted in 
Great Britain and Canada at the 
beginning of the war, this line of 
thinking was reflected here re- 
cently in the famous “Vinson two 
per cent directive” which em- 
powered WPB and OPA to order 
production of low price textiles 
and clothing to sell at cost or a 
maximum profit of 2%, so long 
as the manufacturer showed a 
profit for his total business oper- 
ations. 

While OPA officials deny that 
they contemplate a “2% limit’ on 
prices of reconverted goods, the 


policy set forth by Mr. Bowles 
could mean production of con- 
sumer goods at a loss, in some 
cases where firms were complet- 
ing profitable war contracts. 

In addressing the American Re- 
tail Federation this week, Mr. 
Bowles said: “As long as this 
period of acute inflation danger 
lasts, our price policy must be 
extremely tight. New goods com- 
ing on the market must be priced 
as tightly as those which you have 
been selling during the past two 
years. 

“However, there will come a 
time, and it may not be so dis- 
tant as we think, when inflation- 
ary pressures will begin slowly to 
subside. At that point our pricing 
policy can begin to be relaxed on 
items brought out under the re- 
conversion program. 

“During that period it will be 
our responsibility to do every- 
thing in our power to encourage 
full production and full employ- 
ment. I can assure you that we 
are well aware of that responsi- 
bility. 

“While I cannot promise you 
any relief from a tight pricing 
program during the next few 
months,” Mr. Bowles said, “I can 


and this is the TOLEDO BLADE 


Long before the University of Toledo was founded by 
Jesup W. Scott in 1872 as The Toledo University of 
Arts and Trades, reading the Blade had become a 
well-grounded habit with Toledo folks, a habit that 
has persisted and grown with the years . . . Because 
it has become such a well-established part of the 
daily life of the community, the Blade feels its obliga- 
tion to deserve increasingly the name of “One of 
America’s Great Newspapers.” 


One of America * 


REPRESENTED BY PAUL 


POLED 


THE UNIVERSITY OF TOLEDO 
...one of America’s Great 


Municipal Universities 


The purpose of the University is not only 
to supply the needs of the city’s young 
people for a college education of accredited 
quality but also to aid in developing better 
informed, better trained, more enlight- 
ened and more responsible citizenship 
... The University uses the city as a 
working laboratory in the study of 
governmental problems, with a not- 
able record of training career men 
and women, while preparing 


young people for qualified serv- 
ice in industry ... Its influ- 
ence may be gauged by the 
fact that individual enroll- 
ments have been more than 
12,000 in a single year ... It 
is truly a university of and by 
the people of the city itserves. 


promise you, and I do promise 
you, a more flexible pricing pro- 
gram—a practical and understand- 
ing program—once_ reconversion 
on a broad scale really gets under 
way, and the danger of inflation 
starts to subside.” 


Test Campaign for 


Vel Placed in Four 
Hard Water States 


(Picture on Page 1) 


New York, March 2.—An exten- 
sive test campaign featuring Vel 
soap flakes in four hard water 
states has just been placed by 
Colgate-Palmolive-Peet Company, 
using 17 dailies, two farm maga- 
zines and spot radio. Large copy 
is appearing in the Dakotas, Min- 
nesota and Wisconsin, emphasizing 
that “Vel makes hard water act 
soft.” The point is also stressed 
that “you need only about half as 
much Vel to make rich, lively suds 
in hard water as you do granu- 
lated soap flakes ... a real money 
saving!” 

Copy will run through the year, 
with extension to other areas de- 
pendent upon results obtained. 

William Esty & Co. is the agency. 


AANR to Meet in April 


The American Association of 
Newspaper Representatives, com- 
prising the regional newspaper 
representatives associations of New 
York, Chicago, Detroit and San 
Francisco, will hold its spring din- 
ner meeting Sunday, April 23, at 
2 p. m. at the Waldorf-Astoria, 
New York. 


Names Johnson 


F. Anglin Johnson, associated 
with the Farm & Ranch Review, 
Calgary, for more than 20 years, 
has been named president, suc- 
ceeding Charles W. Peterson, who 
died Feb. 4. 
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Three Magazines 


Trim Page Sizes 


New York, March 2.—Three 
magazines this week announ ced a 
reduction in their page sizes, This 
Week Magazine, the New York 
Times Magazine and the Times 
Sunday Book Review. 

This Week Magazine, which jg 
distributed with 21 leading dailies, 
on April 16 is reducing its o\ er-all 
page size to 12% x 10% inches 
the advertising page being re duced 
from 170 lines in depth to 165 
lines. 

This Week Magazine suggests 
that advertising copy for the pres. 
ent page size can be_ reduced 
photographically to fit the new 
page, or copy can be returned to 
the agency for re-making to the 
new depth. To compensate for the 
reduction of 2.94% in page size 
a discount of approximately 2.94% 
will be made on rates for black 
and white space sold in page or 
less than page units. The black 
and white line rate, the color pre- 
miums and the back page pre- 
mium are unchanged, according to 
J. J. E. Hessey, advertising man- 
ager. 

The New York Times Magazine 
and Book Review change reduces 
the page size from 1,000 to 850 
lines. Full page type size will be 
8 3/16 by 12% inches. In the 
Sunday Magazine ali rates are un- 
changed except for four - color 
pages, which are reduced $100, 
and three-fifths four-color pages, 
reduced $60. 

In the Book Review the line 
rate remains unchanged, but con- 
tract rates have been reduced up 
to a maximum of $100 per page, 
according to Ivan Veit, promotion 
manager. 

Names Surety 

Universal Office Equipment Com- 
pany and its affiliates have named 
Surety Advertising Company, New 
York, to handle its advertising. 


— WORCESTER, 


dollars are thickest. 


Massachusetts ——— 


In per family expenditures in food stores, Worcester 
leads all other cities of 100,000 or more in the United 
States. (1943 Market Data Book, Advertising Publica- 
tions, Inc.) Its average effective buying income of $4,437 
per family (Sales Management) indicates the high 
potentialities for other sales. Worcester rates a MUST 
on every schedule planned to cover the markets where 


CITY ZONE POPULATION 235,125 
City and Retail Trading Zones 440,770. This rich 
market, heart of war-busy New England, is covered — 
effectively, economically — by The Telegram-Gazette. 


RUMNL canscusen ty 


WORCESTER, MASSACHUSETTS 
F i. GEORGE F BooTH Pubiisher- 
BLOCK and ASSOCIATES, NATIONAL REPRESENTA 


OWNERS of RADIO STATION WTAG 


ol ee a | Pe 
se : a 
a il oe 
3 
: ee 
id 
se es pid 
; 4 
et 
a — ‘ | 
a heuar t ! 
f ig 5 a | 
Rk ee 
ce | 
i ae aaa . i 
a eter ae = es | = To 
bs ae) ot oe 4 ‘ . 
"aii a 8€=6hCr all — 
ee ils Zw ail > ’ °@ « 
oh ote a - , ae | | i 
; sacieiil ‘2 @ ee a a 
a . ee * iM Les wd eae. ' 
Page 4 ee i, Be 
: ,. 3 ® ete’ ce 
ana Joe et ~ i Poe ee en oe 
: “i be Y aw. eo ay fhe E P = 4 & 6 POO ae 4 oe 
‘ Bache — $ ¥ ss Mie STN =. my * weer : * i si : ed 
ai : «a ge jee (et 2 owe , * or S ‘ye be % 
; nal SP go re m — | 
me . PAG : <, i , m4 te fe e a Ky, 
 .. . ae oo ee Lh —— a ys 
a = he % = ie a ag - ‘ea oi a oe ‘A ail 6 f a. " # 8 4 
a 7 2 = . hes a, ¥ a a : * ae 8 05 Sea a " os ; ia fe a , = 4 >» ig e : 
“o - Py y ie ¥ 5 i “ a ee re . J a ag oe am ee . Sy 7 
‘ ; ae ee ee a Cee eee, ao BS of | 1 i 
Bed ac, “4 a Ss 2: i ss 8 ha =" 3 : —- % ge “gs, She . 4 er ¥ 4 * Bee 
<0 ee a ee ae fe Feo bes Pe agi aie : Fg Gs ae — ‘ ; ae. 
a -— or es 6 i “ : eee, a es aie ed = ee me ‘ % 
: cad 3 Fi ee. Bs ee eee ‘ as 3. ae >, a 
ir. oe ae a ae ta ll a a _ - 
thgs oy eo itil" ei tee ee * ca j ae ie a Fo a ad ae rl. 4 J i 1 
Tega oem sere a Ss Ae a + e a ee, ae . | OEE 0... *, Mat ; , 4 
ae ee ee he ep. Soom tA thn ee 
= ae ; foe eee fe a i ae ei rte 7. oe ae — * . Jae : j 
- ; " Bes, ES a : Bn me ae ae es rg ; bgp a fe : * . y " siti s 
ae eae eRe ee ie | & eo ee —  <  — 
“ae oe le 7 es. ee Oe ae aa 
eae a oe ; Lo ee, ; P 
re SS ua bia dl a ; a , i bi a e. See < 
2 i “ ; 2 a, i — 
ee ae RR 4 Rr ae 
, { 1 
( 
: Ny ; 
: 7 
, e | Pe 
: 
— 
? SC 
a t 
es ai 
eg nte 
haute, oi 
a ; 
I 
| QO | y K D O B ; é 
: F 4 — a Great Newspaper*® 
‘a SD ck AND ASSOCIATES 
, ; Sa a gt bine ' 
7 ee 
: ae : Ya ey ~ ‘tie ‘ ‘ - aA . : - Ai ia re at, 
; 3 a wo _ ; ; a4 _ Nak s = ; a os ih dle: : eee ee ; ey ip Sg Spee ie so ‘ : . a ee 2 aie , pe, 
aus = fe 4 . $ $ \ hall z Ete eae a eae we ae: cr id 4 f - » Ge 2 ; * ey a, E 
fe + 4 r ? ’ . " ial ~ a ¥ ; keen a ‘ Se ae — * + Nh Sr gt ie Abe thet ar a 
Fei of * a ¥ see i ee hel < ; — a : ; Serer} aie y ag 
a oe - * ; f ed os = : 2 ae a o af 
; pees ie Sa eae “ wae : se ae vs ; e a ee 
ty % : 2 % A a - : . * hae : iy” \ ; 


3. 1944 


ies 


S 


—Three 
inced a 
S, This 
> York 

Times 


hich jg 
dailies, 
Vv er-al] 
inches, 
-educed 
to 165 


Uuggests 
i€ pres- 
reduced 
le new 
rned to 
to the 
for the 
ge size, 
y 2.94% 
r black 
page or 
e black 
lor pre- 
Ze pre- 
rding to 
g Man- 


[agazine 
reduces 
to 850 
will be 
In_ the 
are un- 
r - color 
d $100, 
r -pages, 


the line 
yut con- 
uced up 
Pr page, 
omotion 


ester 
nited 
slica- 
4,437 

high 
MUST 
vhere 


125 
is rich 
red — 
azette. 


Binocular-Eyes...! 


= THEOCRITUS had a chronic case of binocular-eyes . . . but 
he didn’t know it. 


Binocular-eyes is an occupational disease that attacks a business 
man’s perspective. It sneaks up on him—like a paunch—and he's 
got it before he knows it. What are the symptoms? 


Well, when the regular “folks” who buy a product appear far 
away to the manufacturer. When the head of the company forgets 
that most people are warm, friendly human beings at heart. When 
he begins to think of his customers only in terms of the ‘‘car- 
tiage trade,” way uptown. Finally, when his product seems to be 
edging a bit into the “class” side—too much so to expose it to 
the millions who, every Sunday, pore over Puck-The Comic 
Weekly Then he’s got it bad. 


The cure? Same as we told Uncle Theo: “Take off those 
reverse-English glasses!” Take a fresh, normal look at what makes 
Puck-The Comic Weekly one of the most widely read publica- 
tions. Look at its famous advertisers*—the country’s foremost— 
who have achieved outstanding success, using Puck as their heavy- 
weight medium. Visualize, in clear perspective, how your advertis- 
ing would appear—what popular, friendly company it would keep: 


No actor or radio star has a greater following than “Blondie 
and Dagwood” “Jiggs and Maggie’”’ have topped an all-star cast 
for more years than any of the stars now on the stage. Then 
there is Percy Crosby's lovable “Skippy”. ..Walt Disney’s famous 
“Donald Duck”. . . the chuckle-provoking “Little King”. . . adven- 
turous “Prince Valiant”. ..““Flash Gordon” and many more.. . all 


4 
kee 
oh 


will help put your product in the spotlight at just the right time 
—when the reader is happy! 


When choosing a medium for carrying a manufacturer's 
advertising —whether institutional or promotional—these facts are 
inescapable: 


1 . . More people (men and women as well as the youth market) 
read “the comics” than any other entertainment feature. Puck-The 
Comic Weekly is read by more than 20,000,000 people in over 
6,000,000 homes where it is distributed coast to coast through 15 
great Sunday newspapers. 


2. .Visibility and readership are unexcelled—for both display and 
“continuity” advertisements—because Puck-The Comic Weekly 
accepts only one advertisement to a page. 


*3.. Puck produces results. The Ralston Purina Company’s sales 
increased 156% after their full page advertisement appeared, Oct. 29, 
1933. Since then they have consistently used Puck. Pond’s Creams 
and Powders, Lever Brothers Soaps, R. J. Reynolds Cigarettes and 
Tobaccos, The Pepsodent Co., Bendix Aviation, Hormel’s Spam, Col- 
gate Dental Cream, Gillette Razors, Corning Glass, Kleenex, Double- 
day Doran Books, Walter J. Black Classics are among the others. 


So sales-minded executives with an eye to the future will find 
it profitable to spend 45 minutes to see and carefully consider 
Puck’s analysis of ‘“Your Customers of Tomorrow,”’a sound presen- 
tation chock-full of sales information. A letter or telephone call to: 

Puck-The Comic Weekly, 959 Eighth Avenue, New York, 

or Hearst Building, Chicago, will bring it to you. 
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Trammell Outlines 
Future Television 
Program for NBC 


New York, March 2.—Asserting 
that television is a “natural” for 
the local advertiser and that na- 
tional advertisers will be in the 
market to buy local station time 
beforq national television net- 
works are established, Niles Tram- 
mell, president of the National 
Broadcasting Company, yesterday 
outlined postwar plans for the de- 
velopment of regional and national 
television networks. 

“As in sound broadcasting,” he 
said, in a statement to NBC affili- 


ates, “it is obvious that advertis- 
ing revenues must furnish the fi- 
nancial support of the service to 
be developed and maintained. 
Some 125 advertisers have already 
made their television debuts over 
our (television) Station WNBT, 
including department stores, 
banks, insurance companies and 
manufacturers of food products, 
clothing, automobiles, gasoline, 
cosmetics, soaps and watches. 
“Television offers to the station 
operator a greatly enhanced source 
of commercial revenue as has been 
so vividly shown by surveys made 
to prove its sales effectiveness.” 
Stressing the fact that television 
can be discussed now only as a 
postwar development and that im- 
portant problems remain to be 
solved, Mr. Trammell declared 
that “of all the postwar develop- 
ments promised by the progress 
of the art and science of radio, 


television presents the greatest 
challenge and the greatest oppor- 
tunity.” 


Sees Rapid Strides 


Mr. Trammell asserted that the 
spadework has been completed and 
that a firm foundation for the ul- 
timate in television achievement 
has already been laid, predicting 
rapid stnides once the building of 
America’s television structure gets 
under way. 

After reviewing NBC’s pioneer- 
ing in this field during the past 
15 years, Mr. Trammell summar- 
ized the network’s television ac- 
tivities as follows: 

(1) To foster and encourage 
any developments which promise 
better service to the public. This 
applies to both frequency modula- 
tion and television. 

(2) NBC will cooperate with 
the government and other mem- 


bers of the industry in its research, 
experimentation and practical op- 
erating experience in television. 

(3) In developing a basis for 
an eventual television network, 
NBC will cooperate in every way 
with operators of affiliated sta- 
tions. 


To Expand Program Service 


(4) In preparation for the ex- 
pected postwar expansion of tele- 
vision, NBC will, within wartime 
limitations, expand its existing 
program service; transmit field 
programs once a month or oftener 
from points outside the studio; re- 
sume studio broadcasts from the 
NBC television studio in Radio 
City; continue research and de- 
velopment in all phases of tele- 
vision. 

(5) To establish anchor points 
of a television system, it has filed 


additional applications with the 
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(At the suggestion of the War Advertising Council we are offering reprints of this advertisement to anyone who would care to have them.) 
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FCC for construction permits for 
stations in Chicago, Cleveland, 
Denver, San Francisco and Log 
Angeles, where NBC already 
maintains programming organiza- 
tions and studio facilities. 

Cautioning against the idea that 
a nationwide television network 
would spring up overnight, Mr 
Trammell outlined three regional] 
networks he believes will cover 
the country. 

One would be an Eastern net. 
work from Boston to Washington, 
with stations at Worcester, Provi. 
dence, Hartford, Schenectady, 
New York, Philadelphia, Wilming. 
ton and Baltimore, with possible 
extensions to Syracuse, Rochester 
and Buffalo. 


Chicago as Center 


The second would be a Midwest 
network, its hub in Chicago, 
spreading to Milwaukee, Minneap- 


olis, St. Paul, Des Moines, §t. 
Louis, Indianapolis, Detroit and 
Cleveland. 


The third would be a Pacific 
Coast network with Hollywood the 
focal point and connecting with 
San Francisco and gradually ex- 
tending to other important points, 


Art Exhibits Invited 
by Chicago Club 

The Art Directors Club of Chi- 
cago is inviting submission of 
advertising art originated in the 
Middle West during 1943 for show- 
ing at an exhibit to be presented 
at the Art Institute of Chicago 
during the month of April. Entries 
must be mailed no later than 
midnight, March 14, and complete 
details are available from Chair- 
man Exhibition Committee, Art 
Directors’ Exhibit, 16 E. Ontario 
St., Chicago 11, Ill. 

Advertising art of any type 
which has been reproduced in 
business papers, magazines, news- 
papers, direct mail, catalogs, 
posters, is eligible. ‘Originated in 
the Middle West” is interpreted to 
mean that the artist, art director, 
agency or producer is located be- 
tween the Alleghenies and _ the 
Rockies, between the Canadian 
border and the Gulf of Mexico. 


Protects Present Users 


Westinghouse radio stations 
KDKA, Pittsburgh, KYW, Phila- 
delphia, and WBZ, Boston, have 
issued new rate cards, effective 
March 15, 1944, but current adver- 
tisers who continue without inter- 
ruption are protected through 
March 15, 1945, at rates now in 
effect. 


Pitney Named V. P. 


William F. Pitney, formerly with 
Parade, where he held an execu- 
tive sales position, specializing in 
food display advertising, has been 
named a vice-president and ac- 
count executive of MacFarland, 
Aveyard & Co., Chicago. 


Joins Four A's 

Wilson & Haight, Inc., Hartford, 
has been elected to membership 
in the American Association o 
Advertising Agencies. 
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UTERIY NEW KIND OF MARKET | 
EVEALED BY MAGALINE COMICS SURVEY 


Sensational New Set of Facts Proves Amazing Horizontal Coverage 
"<= of Entire American Family... All Ages, 6 to 60 —Armed Forces, Too 
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NEW YORK, N. Y.—At last, America’s advertisers and 
Pacific § their agencies can get a true and accurate picture of the 
00d the § tremendous circulation of magazine comics. According 


i va to a Market Research Company of America survey just 
point released by Fawcett Publications Inc., publishers of 


Fawcett Magazine Comics, it covers moppets age 6, 
gaffers aged 65, ’teen-age girls, boys, and their young 
married brothers and sisters, mothers, fathers, grand- 
mothers, friends. Folks in the 20’s, 30’s, 40’s, 50’s—in 
of Chi- § short, all America, in nearly 3 out of 4 American fam- 
_ oo ilies, read the magazine comics. Never before—with a 
* show- | bow to Mr. Churchill—have so many been pleased so 


esented § much by so few! 

Chicago : , 

Entries The Universal Medium At Last 

r than . 

omplete § No other single publication or group—no, not even radio 
Chair- § -can guarantee the avid attention and readership reached 

ee, Art by today’s magazine comics. To get such coverage else- 

Ontario > ‘ : 

where, you would have to buy all juvenile magazines, 

y type J adventure magazines, romance and home-maker and 

iced in — women’s service periodicals— newspapers and radio, too. 

» N€WS- § Pven then, you would miss millions of customers, age 6 

atalogs, Pag ee : 

rated in § '0 60, who thirstily read all the magazine comics they can 

reted to | lay their eyes on—month after month. 

lirector, 


ited be- Sales Results Almost Incredible 

ne a Advertisers who have nerved themselves to “try” maga- 

xico. zine comics have been astounded with results. One 
national advertiser gets 50% of his orders—not inquiries 

rs orders, from married women. A famous mail order 

statians advertiser who cannot handle customers under the age of 


Phila- § 16, discards 65% of his inquiries for this reason—yet 


, 


n, have § sales from the remaining 35% make magazine comics his as ec 
~~ best paying medium, and 34% of boy-and-girl readers ad ae. ale a 
acy... § loudly admit they put the pressure on Mom or Dad to buy P P P he F | 
it ia Se iiinds of tied cudeensd ty 0 tevertte conta char- Total Primary Circulation, 25 Million Per Month! sets in—then patched together to be filed away in thousands 
now in acter. So folks, if there is such a thing as a vertical hori- Think of it—magazine comics are read, read, READ-—in of juvenile private libraries for periodic re-reading. Actual 
} zontal, least-common-denominator, all-round advertising — 3 out of 4 American homes. What’s more, these 25 mil- secondary readership of magazine comics is so vast that it is 
medion, magasine Gtmnles are #. Better Heten to the ion copies are passed from hand to hand until disintegration practically impossible to survey! 
complete story. We will be happy to tell it to you. 
rly with 
| execu- 
lizing in 
as ee SERIOUS FACTS AND FIGURES 
and ac- 
Farland, ABOUT MAGAZINE COMICS: 
® Their 1943 retail newsstand sales, at an average 
of 10¢ per copy, totalled close to $30,000,000. 
® They : linet 
fartford ey have practically no newsstand returns. 
n bership ® They are used by over 6000 schools as supple- 
ation of mentary texts. 
© 29% of college-trained adults, 41% of all high- 
— school level and 37% of grade-school educated 
adults read them faithfully. A etal % of adult readers pass A att of boys 6-18, 85% of A mini of men in Armed Forces 
een at their magazine comics ann of 83% girls share their maga- a 89% pass their magazine 
*They have the approval of parents. 82% of all along to friends. minis zine comics with others. mom of comics along. 
adults consider them good, clean fun for everyone. 


72% feel they teach a good moral lesson, 61% 


, consider them of definite educational value. FACTS About Our Own Fawcett Magazine Comics 
* And here’s the pay-off—magazine sales per 1000 We can still sell limited adver- demand newsstand circulation 

pop men in Army Camps; Detective magazines, 16.8 tising space at a rate based on (0vera million primary readers 
ds of copies; picture magazines, 12.7 copies; humor mag- 3,000,000 A.B.C. guarantee. /7e¢) plus uncountable second- 
sper” azines, 12.9 copies— magazine comics, 49.5 copies. Actual timated circulati ary readers —at a delivered rate 
xd. 0 al estumated = «circulation under 50¢ per thousand. Write, 
holds — for February 1944, 4,205,920 phone or wire. 

caf S} _ 
J ot any 

yyning 
nor CAPTAIN MARVEL SHOWS WAY TO CERE 


, AL S 
ation BIFOLKS ALL ayy 

SGN AGES LOVE MY | |--OR IF | USED NEWSPAPERS 
.\y fat BICEREAL BUT RADIO WOULD | IAND MAGAZINES I'D HAVE 


COST ME 
Cale $500,000 , A (ua 


-SO WHAT SHALL | 1 QUICK- 
DO TO SELL THE 4 COME 
WHOLE FAMILY, 


(WITH ME!) - 
AGE 6TO 60 yj, pla ma espe, 


r ae 
GELEs > PH ne 3-2800 : 
rn S 14. Pacific Mutual Bus ral 5750 SP a 
' ard S. Tow ! Building = 
SAN FRANCIs ownsend Co, 
CISCO 4 i 
ward §. Townsend on Building 
ee ee 
rc 
s ¢ Bon 5 
k us : 
a e om e) is be 
any bid sig , : 


| 
7 mt 
lid west i é 
hicago, + a 
nneap- ‘ _ 
ae aa OS a ee ee >s 
= Ms ‘ of wo" ®, / “= ia 
: oF 4: fi 4 i 7, 43% ics t  — =: 
= 29% We BO wn at 228 eo | 3. 
se 22% of wo ae - ae pres % mosnonth. a. J ¢ = + 
ee men read 8, zine comics ' ~~ es oo gst ee “Spe 
a ae 6, Las 4 ep ae : Ss ' a a a on — Path 
- per } 29 vail i % OW ne 7 Z < di al _ lai e se 
| © EX wow / a> Ve 
: a a * sj, pen laer a g - Bs Ss of D.. ; 
i ’ "f ‘ Bi + +5 . wed : ; in _" RC 4 
‘. 4S — € BS "Ee ot ON cecine comics OO = 
“ a. 6-11 — ee = ° sy © t.” 4 m month. am eee, 
We >, . , yy 6% \ ma ~ Ds 7 mohes denny pw ™ A. Ee 7m . bs 
4, 4 4% of : Pa ii a 
4 14, 9 ME . — - a 
: ee 7 . Be: 
i OF is 11, magazine - AGE \2 a ee OS ; a 
J 9 per mon ; t “ 4 ‘a : f ; 
a’ 4 me ea f gas mm of A, ‘ = 
pee. , j  . SS a aa ? i 4 d V4, 8 mics ‘ 4 , fe a ie 
an ’ wi 4 zi ms Pe 7: 2% q . at t poy* reo orines co # ji ey a. ' 
NP 2 gees ~ - EE cis Ve eee oath - 7" - 
a a oe” | a 
rae 
eh 
tall Peo 9 
CG "eh . ae | Mae is s 
Sf PC MM “tAsre, | 
mo 1\ inl bd J a“ : Sere 4 : 
L/ SM Mics 3 ee a3 an bas 
me ee fm LS PAy es, 
4. 4 ee 4 % “May, => 
2 = 4 
wees A 5 
_— ~ —- Fawcett - 
> BS bi ? 
N if Cus gay hy, — avee 2 d £azine Com I¢s 
- a ‘ o/s. NEW : 
1AM oie ache Shel 8". A 
\d Sratio® BY \ GY 
PAA YY bs 
i a 
me Ek ERS NZ 
a “ - Me F SS y 4 
- i eA a. ee rs one 2 ae ad se eT es : 


NOE 


Gotham Purchases 


General Hosiery; 
du Pont Plans Mill 


New York, March 1.—Gotham 
Hosiery Company has signed a 
contract to purchase the General 
Hosiery Company, Fort Wayne, 
Ind., it was announced here yes- 
terday by Roy E. Tilles, president 
of Gotham. 

Founded in 1926, General 
Hosiery has specialized in the 
manufacture of sheer hosiery, 
which has been sold by many 
leading stores throughout the 
country under the stores’ names, 
and under the company’s own 
brand, General. Prior to the freez- 
ing of silk, it is said that General 
Hosiery was the largest producer 
of sheer ingrain hosiery in the 
country. In recent years it has 
manufactured nylon, rayon and 
lisle stockings, a large portion of 
which was 51 gauge. 


Mr. Tilles’ announcement said 
that Gotham will sell and dis- 
tribute the output of General 
Hosiery under the Gotham Gold 
Stripe and Tabarin brands. “This 
acquisition by Gotham will help 
meet the present demand as well 
as the future demand for sheerer 
and finer hosiery in whatever 
fibers are available immediately 
after the war,” Mr. Tilles said. 

Henry Herbst will remain as 
general manager of the _ Fort 
Wayne plant. Gotham Hosiery 
operates two large mills in Phila- 
delphia and has a mill in Canada. 


PLANS NEW NYLON 
MILL IN TENNESSEE 


Wilmington, Del., March 1.— 
E. I. du Pont de Nemours & Co., 
which now operates two nylon 
plants at Seaford, Del., and Mar- 
tinsville, Va., is planning con- 
struction of a third such plant 
after the war as one of the first 
steps in a long-range program. 
According to E. K. Gladding, man- 
ager of the company’s nylon divi- 
sion, a site near Chattanooga, 
Tenn., is being considered for the 
new plant. 

“The du Pont Company,” 


he 


said, “is planning to enter upon 
this program as soon as general 
conditions permit. The proposed 
plant would be initially compar- 
able in size to the company’s exist- 
ing nylon unit at Martinsville and 
would employ about 1,000 people.” 

The company is also planning to 
expand the capacity and increase 
production of its two _ present 
plants when hostilities cease. Re- 
cently a du Pont official revealed 
that present nylon capacity is 
sufficient to care for most of the 
needs of the hosiery industry once 
it is no longer needed for mili- 
tary uses. The added capacity 
would permit the company to 
carry out its plans to provide 
nylon yarn for many other fields. 


FAWCETT REPORT GIVES 
PLAINTS ON HOSIERY 


New York, March 2.—Baggy 
knees and elephant ankles are the 
chief lament of girls whose hosiery 
is rayon for the duration, reveals 
a Fawcett Reader Forum report 
on hosiery, released this week. 
Despite the fact that the girls have 
had to buy rayon stockings for the 
past two years, the report indicates 
that they present no _ postwar 


threat to the silk and nylon mar- 
ket, since nearly 9 out of 10 of 
the girls questioned found one or 
more strong objections to rayon. 

Nearly 83% of the 570 Fawcett 
Women’s Group fashion readers 
complained that their duration 
rayons don’t fit. Nearly half de- 
plore their appearance. Only 3 in 
10 were disturbed about the poor 
wearing qualities of rayon hosiery, 
and 1 in 5 by the laundering diffi- 
culties. 

Three out of four preferred 
nylon to silk; 74% think nylon 
wears better; 59% prefer its ap- 
pearance; 18% find it easier to 
launder properly; 40% of the silk 
devotees claim superior fit for 
their choice. 

More than half of those ques- 
tioned do not like seamless stock- 
ings; four out of five prefer 
natural skin tones to the darker 
shades. Appearance was ranked 
first by 3 out of 5, with fit, wear- 
ability and launderability ranking 
in that order. 


Hahn Rejoins Howard 


Peter Hahn Jr. has rejoined the 
E. T. Howard Company, New York, 
as director of media. 
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Shelling 
airplanes by 
electricity 


© The largest industrial research laboratory in the 


world is Bell Telephone Laboratories. 


Recently the Bell Laboratories announced the 


Electrical Gun Director. It may be of interest to know 


how this astonishing invention operates. 


An enemy plane (1) looms in sight. The crews 
of the tracker (6) and of the height finder (3) spot 
the target and follow it in its flight. The computer (7) 
of the electrical director (2) instantly measures the 
position of the target and then predicts where the anti- 
aircraft gun (5) is to be aimed and how the fuse of 
the shell is to be set so that the shell will burst in the 
path of the plane at the predicted position (4). 


Information thus derived by the computer is trans- 
lated at the gun, which swings its muzzle automati- 
cally toward the oncoming plane. Not only does the 
computer make its calculations continuously during 
the entire period the target is being tracked, but it 


makes constant and instantaneous corrections for the 


time of flight of the shell, the temperature of the 
powder, the drift of the shell, the pull of gravity, wind 


velocity and other factors. 


It has been said that the Mg Director, electrically 
operated, is one of the greatest advances in the art of 


fire-power control made during the war, and that very 


Philadelphia + 


San Francisco + Boston 


N.W. AYER & SON, Inc. 


New York 


great things are anticipated from it as the war goes on. 


A new campaign describing the purposes of the 
Bell Telephone Laboratories is now appearing. The 
Bell System has been our client for 36 years. 
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Advertising Age, March 6, 1944 


Axton-Fisher 
Charts Drive for 


‘All American’ 


Chicago, March 2.—With an 
estimated 90% of cigaret smokers 
preferring standard-length, stand- 
ard-price brands, Axton - Fisher 
Tobacco Company, erstwhile 
maker of king-size brands, early 
in April will unleash a campaign 
in national weeklies in behalf of 
its revamped All American cigaret 
in a bold bid for a share of the 
market now claimed by leading 
brands. 

First introduced two years ago 
as an economy cigaret—king size 
and numbering 24 to a pack—All 
American has been cut to standard 
size and now numbers 20 to a 
pack. National distribution has 
been secured for the _ restyled 
cigaret, which is attractively pack- 
aged in red and white. Running 
mates of All American are Wings, 
Twenty Grand, Fleetwood, and 
Spud—all imperial size. It is 
understood that Axton-Fisher is 
diverting tobacco from its other 
products for All American in the 
hope of establishing the brand 
quickly. 

Four-color pages are scheduled 
to break in April issues of Col- 
lier’s, Life, The Saturday Evening 
Post and This Week Magazine and 
later in The American Weekly. 
Lavish store displays have been 
arranged for dealers. 

Hill Blackett & Co. directs the 
account. 


Adds Hair Tonic Account 


Great Atlantic Laboratories, Inc., 
producer of Oliv-Tone hair tonic, 
has placed its advertising account 
with Hirshon-Garfield, Inc., Bos- 
ton office. Myron L. Silton is 
the account executive. Newspa- 
pers, radio and direct mail in the 
New England states will be used, 
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DAVID WASN'T BIG 
But He Packed A 
MIGHTY WALLOP 


.... And That's What We 
Claim For The Smaller City 
Newspapers Represented In The 


MICHIGAN LEAGUE 
OF HOME DAILIES 


We can't talk much about widely 
scattered distribution and milline rate, 


BUT we can talk plenty about 


CONCENTRATED CIRCULATION 
100 Percent COVERAGE 
THOROUGH READERSHIP 
and 
R-E-S-U-L-T-S. 


These Michigan Towns are Busy 
Towns, Every One With Important In- 
dustries That Are Working Night and 
Day Right Now To Win The Wer..- 
You Are Not Covering Michigan If 
You Are Failing To Use These Home 
Daily Newspapers. 


Interested in RESULTS? Then you'll 
want to hear the rest of the story 
from— 


SCHEERER & CO. 


New You ts 
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Advertising Age: Please enter my 
subscription for one year and send me a bill for $2.00. 


Name. Title 


Company 


Address. 


City and State 
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ADVERTISING PUBLICATIONS, INC., 100 East Ohio Street, Chicago 11 
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MEET. 


- . I am a cover—to-—cover 
Sader. I should miss it more 


Pan any of the magazines I now 


bCeive |" 


Hovey Hagerman, Vice Pres. 
MacManus, John & Adams, Inc. 


Rede 


of The United States News —the top flight 


Management Men who read it week after week 


«ee Ehese are the men most concerned with the 


future of American business...most concerned 


with the future of their own businesses... 


These are the men who shape and mould 


Business ‘Policy ... Have you an important 


message to put before this important group? 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures; Pictograms and im 


simple English—clear, crisp, concise. 


Daniel W. Ashley, 
Vice President in charge of Advertising 
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IN A YEAR WHEN CHICAGO SALES OF WOMEN’S CLOTHING SOARED 
25.2%, RETAILERS STEPPED UP THE CHICAGO TRIBUNE’S LEADERSHIP 
IN THIS BELLWETHER CLASSIFICATION TO A NEW ALL-TIME HIGH 


} 
PERCENTAGE OF EXPENDITURES PLACED IN 
EACH CHICAGO NEWSPAPER BY DEPART- 
MENT STORES AND SPECIALTY SHOPS 
FOR WOMEN’S CLOTHING ADVERTISING 
YEAR 1943 
566% MM 13.4% HE 124% 90% 
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S wartime employment steps up the im- 
A portance of women to advertisers, here 
is fresh evidence that the Tribune is your 
number one medium if you sell to Chicago 


women. 


Sales of women’s clothing soared an esti- 
mated 25.2% in Chicago last year. How did 
Chicago retailers solicit this expanding mar- 


ket? 
Of the $3,804,464 spent by department 


stores and specialty shops for advertising 
women’s clothing in all Chicago newspapers, 
a total of $2,153,583—or 56.6%—was placed 
in the Chicago Tribune—more than was 
placed in all other Chicago newspapers 


combined. 


Ae 


« o - 5 
f cuwand 
FOR Qo YEARS 
THE WORLD’S GREATEST NEWSPAPER 


JANUARY AVERAGE NET PAID 
TOTAL CIRCULATION: DAILY, OVER 915,000— 
SUNDAY, OVER 1,250,000 


In making a stronger bid for the business 
available, these stores increased the Trib- 
une’s lead over the next Chicago newspaper 
from 265.9% in 1942 to 323.1% in 1943—a 


new all-time high for any year on record. 


On one day alone—Sunday—these stores 
placed more of their women’s clothing pro- 
motion budgets in the Tribune than they 
placed in a full week’s issues of any other 
Chicago newspaper whether published six 
days a week or seven. And on week-days 
they placed in the Tribune more than twice 
as much as they placed in any other Chicago 


newspaper. 


These facts make plain how, every day of 
the week, the Tribune is the Chicago news- 
paper bought and read and bought from by 
women living in every neighborhood and sub- 


urb of Chicago. 


Delivering hundreds of thousands more 
total circulation than other Chicago news- 


papers, the Tribune, daily and Sunday, de- 


fa 


ete: ee a is 
Spe SR ees aera Ss are age 


¥ 
nes 


livers the largest constant audience of women 
which can be reached thru any Chicago 


newspaper. 


To get maximum returns from your pro- 
motion funds in Chicago, build your program 
around the Tribune. Rates per 100,000 circu- 
lation are among the lowest in America. 

_—--~ss eee 


Percentage of Tribune lead over the next Chicago news- 
paper in expenditures for women’s 
clothing advertising placed by depart- 
ment stores and specialty shops. 


233.3% 


$23.1 
1940 ’ 


1943 


236.7% 


265.9% 
1941 


1942 
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The Paper Situation 


An encouraging note in the 
paper situation, specially as it re- 
lates to newsprint, was struck last 
week by Harold Boeschenstein, the 
WPB’s specialist on this difficult 
situation, when he told the news- 
paper industry advisory committee 
that improvement in the over-all 
situation may be expected during 
the latter half of the year. In line 
with’ tiis ‘comment’ was a similar 
report; from the international com- 
mittee handling this subject, which 
has announced that the estimated 
pulpwood deficiency for 1944 has 
been reduced from 27 to 11%. 

On the other hand, Rex W. 
Hovey, director of the paper divi- 
sion of the War Production Board, 
is not optimistic about the imme- 
diate future, and is talking about 
the possibility of another paper cut 
being imposed upon civilian users 
in the near future. But the print- 
ing and publishing division of 
WPB says that no further restric- 
tions are under consideration. 

It seems to us that additional 
efforts should be expended by all 
concerned with advertising and 
publishing to make sure that re- 
quirements for 1944 are met. One 
of the vulnerable spots in the 
situation remains wasteful use of 
paper by both government and 
business. Congressman — Boren, 
chairman of a committee which 
has been investigating the paper 
situation for several months, and 
who is eager to do everything 
possible to increase supply, em- 
phasizes in his current comments 
evidences of careless or wasteful 
use of paper by business men, and 
suggests that unless these wastes 


are eliminated, it will be difficult 
to improve the situation. In other 
words, we must practice as well as 
talk conservation. 

On another front, we must in- 
crease collections of waste paper. 
The salvage drive has been helpful 
and has produced substantial re- 
sults, but they are still far below 
the potential. Every ton of waste 
which is ‘returned to the paper- 
board mills for processing reduces 
requirements for new pulp by that 
much, and thus takes the pressure 
off the pulp supply required for 
book and other printing papers. 
Advertising and publishing execu- 
tives owe it to their industries to 
check the salvage collection situa- 
tion in their own communities, 
and to make sure that no salvage 
which is available is not collected 
for want of the proper organiza- 
tion and facilities. 

The third problem, that of labor 
in the woods, remains serious. 
Some mills have increased their 
supply of pulpwood by getting the 
services of war prisoners. Others 
have been less fortunate and are 
running without a reserve of logs 
for pulp manufacture. While there 
is pending legislation to provide 
blanket deferment for wood cut- 
ters, this may be difficult to enact, 
and other methods must be used to 
insure adequate labor for this vital 
and all-important task. 

Summarizing, the paper situa- 
tion remains serious but hopeful. 
We should not relax our efforts at 
any point in the production pic- 
ture to insure an adequate supply 
of paper for essential military and 
civilian usage in 1944. 


World’s Biggest Business 


The Metropolitan Life Insurance 
Company, which reported total 
assets at the close of 1943 at $6,- 
463,806,000, has been hailed as the 
world’s largest business enterprise, 
taking precedence over such huge 
companies as the American Tele- 
phone & Telegraph Company, 
leader at the close of 1942 with 
total assets of $6,092,698,000. 

When you set down the names 
of the country’s greatest enter- 
prises, which are likewise tops in 
their fields for the whole world, 
such as Great Atlantic & Pacific 
Tea Company, United States Steel 
Corportion, General Motors Cor- 
poration and other giants of indus- 
try, finance and merchandising, 
the fact which immediately comes 
to attention is that practically all 
of these companies use advertising 


as a basic business policy. 

Metropolitan Life is an out- 
standing example of a company 
whose use of advertising has been 
highly constructive, contributing a 
public service which has undoubt- 
edly raised the company and its 
business in the esteem not only of 
its policyholders but of the public 
generally. 

Because large enterprises ac- 
quire problems along with promi- 
nance, even those which have not 
invariably built their sales volume 
with advertising find it necessary 
to employ it for the purpose of 
disseminating information regard- 
ing their policies, methods and 
products. In the years just ahead 
the greatest item on the balance 
sheets of these huge corporations 
will still be headed “Good will.” 


CONSUMER PREFERENCE 


—Merck Review 


"He says he has located that sunken shipment of valuable medicine and he's 
bringin’ it up—the entire case!" 


Better buymansnip 


In New York last week a dele- 
gation of 40 early-teen-age chil- 
dren called on the regional OPA 
administrator to protest against 
the fact that traditional five-cert 
candies and soft drinks are in 
many places selling at six cents. 
They also protested that some of 
the toothsome cookies they liked 
don’t seem to have as much sur- 
face for tooth-sinking as formerly. 

The kids came from three New 
York public schools, and were 
members of “youth builder clubs” 
who are currently investigating 
price control as a “hobby” study. 

Kid stuff? 

Of course it’s kid stuff, but it’s 
an important indication of the 
times—a clue as to the kind of 
customer who will dominate the 
postwar world. Not only are 
housewives learning about me- 
chanical devices and about quality, 
but the war has resulted in an en- 
tirely new concept of quality, 
pricing and every other merchan- 
dising factor. 

It is probably true that the 
average consumer of the past was 
a relatively poor shopper who 
knew little of quality, who had 
no conception of what constituted 
a fair price for many articles, and 
who was inclined to accept or re- 
ject what was offered him without 
questioning the processes by which 
the manufacturer determined 
either the quality or the price of 
his merchandise. 

Such an attitude no longer ap- 
plies. Mr. and Mrs. Consumer 
will be far more expert in their 
appraisals of goods and services 
than ever before; but in addition 
they will carry with them a con- 
sciousness of the mechanics of 
merchandising, of good and bad 
manufacturing and marketing 
practices which will at the same 
time make them more critical con- 
sumers and better customers. 


Just Where Is Earth? 


Of all institutions, Macy’s giant 
retail operation in New York 


-« 


seems to have its teet most firmly 
planted in the soil of the common 
people. Yet even Macy’s occa- 
sionally indicates that its concept 
of the “peeple” is slightly off base, 
as, for example, when it sends out 
a press release on the Libby- 
Owens-Ford exhibit which has 
just opened in Macy’s basement. 
“Kitchens and dining rooms,” 
says the release, “although as at- 
tractive as decorators and artists 
can make them, are nevertheless 
the greatest area of waste space in 
modern homes since their use is 
limited almost exclusively to the 
preparation and serving of food. 
Consequently, except for those 
hours when in use, the kitchen 
and dining room stand idle.” 
Well, if by “modern homes” 
Macy’s means upper-class homes, 
they’re probably right; but if they 
are talking about the mass of the 
common people they are, as most 
of the people we’re talking about 
would say, nertz. In millions of 
American homes the kitchen is 
the focal point, where meals are 
not only prepared but usually 
eaten, and where the family is 
most likely to gather around the 
inelegant kitchen table in the eve- 
ning because it provides the only 
point where mother can lay out 
her sewing and dad can spread 
out his paper, and tne kids can 
do their drawing or paper cutting. 
Of course, Macy’s really knows 
this, because the Libby-Owens- 
Ford exhibit it is sponsoring shows 
kitchens designed so that equip- 
ment can be shut off when not in 
use and the kitchen turned into “a 
study, a play room or a buffet bar.” 


Jottings 


Owens-Corning Fiberglas makes 
it easy for workers to drop a note 
to fellow employes in the service 
with a “letter automat”—a wooden 
desk fastened to the wall with an 
opening in the center across which 
paper is fed from a roll of ordi- 
nary teletype paper. Each roll 
provides for a group letter... 


=. 
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The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2296. Loan Star Chain. 

The Lone Star Chain of Texas 
has issued this loose-leaf file of 
quick reference facts about the six 
stations in the net and data on 
the markets they serve. It in- 
cludes a coverage map showing the 
locations of the stations and the 
primary intensity based on actual 
daytime surveys. 


No. 2297. Discovered ... Extra 
Sales Value in Mississippi’s 
Plus Market. 

The market covered by the Mis- 
sissippi Dailies group of news- 
papers is described in this folder, 
which gives facts and figures on 
cash farm income, value of live- 
stock and livestock products, and 
manufacturing of food products, 
with an outline of the state’s grow- 
ing industrial market. A table 
provides a comparison of popula- 
tion and retail sales for cities in 
the group with other markets. 


No. 2298. American Boatbuilders 
for Victory. 

The Boating Industry has com- 
piled and published this booklet, 
which contains an alphabetical list 
of American boatbuilders, with 
names of their executive person- 
nel, what they are building for 
war purposes and what they will 
build when peace comes. 


No. 2299. A Handbook on West- 
ern Canada. 


New data on farm homes— 
buildings, equipment, households 
and families, is provided in this 
new study, issued by The Country 
Guide, Winnipeg. Tables cover 
population by urban centers, 
towns and by provinces and census 
districts, with figures on composi- 
tion of families, living conditions, 
farm machinery and farm income. 


No. 2292. Can a Tabloid Be 4 
Good Newspaper? 


The tabloid’s change from the 
“cheesecake and crime” era, in- 
spired by the question, “Why 
should a different page size require 
abandonment of good, smart, de- 
cent journalism?” is told in this 
booklet, issued by the New York 
Mirror. Redesigned pages, the 
addition of news services, pictures 
and features are illustrated, with 
figures on circulation gains since 
1935. 


No. 2293. Fresh Paint. 

Mutual Broadcasting System has 
issued this brochure, which it 
terms “a study in thumbprints and 
signposts” on the premise that if 
you show a person a fresh paint 
sign he’ll poke a thumb into it to 
make sure. The study devotes 
several pages to advertisers who 
have added MBS stations to thelr 
program hook-ups, and follows UP 
with reports on listener surveys 10 
various markets to show the effec- 
tiveness of home town stations. 


No. 2285. Somewhere Between 4 
Dilly and a Drip. 

How did your products rate? 
Here, tabulated by Calling Al 
Girls, is a reproduction of the bal- 
lot showing teen-age girl readers 
choices in a list that goes all the 
way down the alphabet from 
“author” to “tooth paste.” High- 
lights of the ballot are shown # 
another tabulation, which gives 
the percentage of votes for v2rious 
product classifications. 
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‘Home-Town’ 
Copy Pays, N. E. 
Company Finds 


Springfield, Mass., Feb. 29.— 
Success of a newspaper campaign 
telling the wartime production 
story of Taft-Pierce Mfg. Com- 
pany in simple, homey language 
was related by its president and 
treasurer, Frederick S. Blackall 
Jr.. here last week at the annual 
meeting of the New England 
Newspaper Executives Association. 

The ads, called “The Story of 
Taft-Pierce,’ were designed to 
keep readers aware of what had 
happened to a typical New Eng- 
land manufacturing concern after 
it had gone full speed into war 
production and increased its em- 
ployment from 400 to 2,000 work- 
ers. A series of small vignettes 
of the town’s history, discussions 
of policy, highlights and sidelights 
of company activities, along with 
the frequent use of names of em- 
ployes in the copy, made Taft- 
Pierce a part of the small commu- 
nity and increased the workers’ 
knowledge and pride in the prod- 
ucts manufactured. 


Merchandises Program 


The program was so successful, 
Mr. Blackall said, that comments 
and inquiries pouring in made it 
desirable to merchandise it in the 
form of a brochure for a represen- 
tive national mailing list. He 
scored eastern newspapers for let- 
ting the Midwest, Southwest and 
the Pacific Coast do the pioneer- 
ing in this home-town boosting 
program, and reminded them that 
a thriving city sometimes rises out 
of the foresight and vision of a 
small group of home town boost- 
ers, often headed by a newspaper 
publisher. 

Ray J. Cupler, sales director of 
the Meyer-Both Company, speak- 
ing during the newspaper panel 


Gy ) bhi 
SECOND MARKET 


7%. 


of the state’s 


RETAIL SALES 


is concentrated in 
Western Washington 
ve vy vy It’s a market 
demanding MORE than 
“one-city” coverage. 
That’s why TACOMA, 
as well as Seattle, is a 
MUST on every news- 
Paper list. 


(Source: Sales Management) 


™News 


Tribune 


Tacoma, Washington 


Lorenzen G Thompson, Inc. 
National Representatives 


discussion, said that more than 600 
new items came into the consumer 
market between Oct. 1 and Jan. 
1, 1944. “This despite the fact that 
we were told two years ago that 
consumer sales would be down 
40%,” he said. “In spite of mili- 
tary demands upon civilian prod- 
ucts, consumer sales have con- 
tinued to rise. 

“It is therefore necessary that 
newspaper advertising depart- 
ments put on an educational pro- 
gram for retail merchandisers of 
this country. These young adver- 
tisers need the help and advice of 


the newspaper industry in order 
to get their new products, many 
of them the result of wartime ex- 
periments, before the public.” 


Shows Examples 


Mr. Cupler also credited adver- 
tising with keeping the price to 
the consumer down, and illustrated 
with a series of clipped advertise- 
ments from Chicago and New 
York papers the gradual reduction 
in price of an item as it became 
more popular in the competitive 
market. “The wider an item is 
advertised,” he said, “the quicker 


the price drops. A product that 
‘catches on’ quickly will experi- 
ence several price reductions as it 
is promoted by competing organi- 
zations.” 

The New England advertising 
men met in conjunction with the 
Advertising Managers Bureau, 
New York State Dailies. This 
group elected James Burnett, 
Binghamton Press, president; 
Robert Harrold, Niagara Falls Ga- 
zette, vice-president, and Russell 
Harris, Buffalo Courier - Express, 
secretary-treasurer. 


BOOKLET MAILED 
EXECUTIVES ON REQUE: 


“WILLIAM BALSAM 
\ 4 deorlising 


DHIGAN - CHICAGO - WHITEHALL 7819 


You have many 
To say to 
management-men: 


things 


And sound reason for saying them to 
men in many different types of busi- 
ness. For there is hardly a man who can 


define with complete accuracy today the markets for his 
industrial products tomorrow. 


Too many changes have affected too many companies. 


From your 


own experience these past few years, you 


know it to be true that the flood of new ideas, methods, 


materials, puts you on the constant alert against stultified 
thinking and arbitrary decisions. 


Ass it is with you at your desk, so it is with your fellow 
management-men throughout industry. You have many 
things to say to those men... to every one of them, right 
across the board... that will complete half-convictions or 
start an entirely new train of thought . . . uncovering 
markets for you and for them that have been waiting 
half-formed for such discussion through advertising. You 
certainly have many mutually valuable things to say! 


service. 


best place to 


Business Week is the only news magazine today which is all business; its editors 
all business writers; its readers all business men. "T 


It is sold only by subscription and only to management-men — as a business 


You can reach more management-men per advertising dollar through Business 
Week than through any other general business magazine, news weekly or 


general magazine of any kind. (The proof? Up-to-date research into the reading 
habits of management-men.) 
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ARTOONS, in greatly increased 
numbers, are scattered generously 
through every issue of the new Post. 
So many, in fact, that the Post now 
publishes more cartoons than any other 
general magazine. 

People are saying these sparkling, 
laugh- provoking cartoon classics are 
just what the doctor ordered to bring 
pleasure and relief to a nation that 
loves to laugh —and can laugh, even 
in the face of war and taxes. 

Post editors search the field of humor 
...leave no stone unturned to bring to 
Post millions the loudest laugh and the 
warmest chuckle. 

And whether it’s the ringleader of 
the comedy pack...that lovable little 
tike—Little Lulu...or the work of a 
hundred other famous fun-makers of 
the pen and brush... Post millions know 
that in humor—as in mystery, fiction, 
war articles, politics, business—the 
best things naturally come first to the 
new Post. 
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50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


Zenith Plans for 
Postwar Expansion 
in Radionic Field 


Chicago, Feb. 29.—Coincident 
with the announcement today that 
Henry C. Bonfig has resigned as 
commercial vice-president of the 
Radio Corporation of America to 
become vice-president in charge of 
the household radio sales division 
of the Zenith Radio Corporation 
was the unveiling of the company’s 
broad plan for postwar expansion 
in the radionic field. 

Addition of two other sales 
executives was also made known, 
with B. J. Farwig, formerly assist- 
ant general sales manager for 
Cities Service Company, becoming 
sales manager of the hearing aid 
division, and E. R. Taylor, who 
before the war handled sales pro- 
motion for Pontiac Motor Division, 
becoming head of the newly cre- 
ated sales planning department, 


which will coordinate sales pro- 
motion for the company’s principal 
sales divisions. 

James J. Nance, vice-president 
and director of sales, emphasized 
that Zenith will remain exclusively 
in the field of radionics, and has 
no intention of diversifying into 
the general field of home appli- 
ances, such as refrigerators, wash- 
ing machines, vacuum cleaners, 
etc. As one example of new post- 
war products for the company, he 
mentioned the new Zenith Radi- 
onic hearing aid which was intro- 
duced last November, instead of at 
war’s end, because of its bearing 
on the manpower problem. In the 
four months since then, he said, 
Zenith has become the world’s 
largest maker of hearing aids. 


Continues War Work 


Zenith, with a backlog of more 
than $100,000,000 in government 
orders, will continue to turn out 
vital war material, Mr. Nance 
added. He declared that the com- 
pany definitely intends to remain 
in the field of producing radionic 
equipment for aviation and indus- 
try in general and that plans are 
being formulated to assure Zenith 
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don't give up! 


Have wartime shortages and disrupted markets caused you to give up or 
neglect your contacts? If they have, you may regret it when Victory comes. 
For, once folks forget your brand and your product, your task of rebuilding 


lost prestige will be long, arduous and costly. 


Even with no merchandise available, you must keep up your point-of-purchase 
contacts. Insure instant peacetime demand for your goods by continuing 


reminder displays throughout the duration. 


Heed the sales lesson learned in the first World War: Stick to your guns . . . 
Remind today, constantly, those on whom your success will depend tomorrow! 
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For years, through disappointments, delays, rebuffs, 
discouragement and disillusionment Alexander 
Graham Bell struggled on to ultimate triumph over 
every mechanical and financial obstacle. Today a 
gigantic network of millions of telephones consti- 
tutes the veritable nerve structure of American 
Industry — the eternal monument to one man’s 


dauntless perseverance. 
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the same degree of leadership in 
its commercial division as it enjoys 
in other fields of radionics. 

Zenith’s channels of distribution 
have remained virtually intact, 
Mr. Nance said, pointing out that 
of 76 wholesale distributors at the 
start of the war, 74 are still active 
and most of the company’s 18,000 
prewar dealers have remained in 
business and will be available 
when the company is again pro- 
ducing for civilians. Except for 
the company’s two established fac. 
tory branches in New York and 
Chicago, wholesale distribution 
will continue through independent 
distributors. Predicting a vast 
expansion in export sales, Mr, 
Nance said that American Stee] 
Export Company has been named 
as exclusive sales representative, 

Calling attention to the present 
rapid obsolescence of home radios 
Mr. Nance asserted that “the pent- 
up demand for household radios 
staggers the imagination.” He de. 
clared that if civilian production is 
resumed next year, there would be 
an immediate replacement demand 
for from 30% to 40% of the 
60,000,000 radios in use at the out- 
break of the war, and that the 
rapid postwar growth of FM will 
create a tremendous market for 
combination models capable of re- 
ceiving both FM and _ standard 
broadcast. 

He was equally optimistic about 
Zenith’s postwar position in regard 
to automobile radios, which are 
sold directly to automobile makers, 
declaring that “we are ready with 
a number of new developments 
which we already know will 
strengthen our position.” 

_The company has formed a sub- 
sidiary, Zenith Radionics Corpo- 
ration of New York, with offices 
in the Empire State building, to 
serve as distributor of Zenith ra- 
dionic products. It will be under 
the direction of H. J. Wines, for- 
merly general sales manager of the 
New York and Chicago branches 
of the Frigidaire division of Gen- 
eral Motors Corporation, who has 
been named general manager and 
a director of the new company. 

Ray Hoeffler, for the past two 
years New York regional manager 
for Zenith, has been named man- 
ager of the Zenith Radio Distrib- 
uting Corporation, wholesale dis- 
tributor of Zenith products in the 
Chicago area. Toni Strassman has 
been named sales manager of the 
Zenith Radionic Hearing Aid di- 
vision of the subsidiary. E., F. 
McDonald Jr., president of the 
parent company, also heads the 
new corporation. 

MacFarland, Aveyard & Co, 
Chicago, directs the account. 
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x3 AS FAR BACK AS RECORDS GO 
i: AND STILL BASIC TODAY 


“Be. Both among Chicago food merchants and in the national grocery field the pre-eminence of 
The Chicago Daily News in grocery linage has become almost a tradition. 1943 added an- 
“iil other year to this leadership. In this °43 span of time The Daily News carried 


—more total grocery advertising than the other Chicago evening 
papers combined 


—practically twice as much as the morning papers combined 


—more than the 4 Sunday papers combined 


Ever since records have been kept, each succeeding year they have reported the leadership 
of The Chicago Daily News in grocery linage. Overwhelming leadership! And conclusive evi- 
dence of feminine response to the advertising columns of Chicago’s great home newspaper and 


seat BASIC Advertising Medium 


For fair comparison, liquor linage omitted since The Chicago 
* Daily News does not accept advertising for alcoholic beverages. 


a THE CHICAGO DAILY NEWS 


FOR 68 YEARS CHICAGO’S HOME NEWSPAPER 
'S ITS PLACE IN THE HOME IS ONE OF 
] RESPECT AND TRUST 


. oo DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 
—_ DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 


Se wa 


uae Fe 7 eo = “a F a oo. ania a ce = hy ene We es us 
aes ie hee ae ¥ ihe 4 i ata 2: bg | eae eee Pee Sig ; a ae oes = a ne ; : wy is oe = ma : - ; 4 < 
i y -_ 
joys ea 
ition » Fale _ ie . he * is 
‘ pec call mead oe ae Peon ee: ea a 
tact, 5 ae ae é ' * Boeotin, : i bite i splay 
4 t e fog *. Le fire 5 e : im i a aes >: | ts — 
J : tit : 4 saa a a 
s 3 pee ® ; 5 Beets a ee % 1 i 
os ——— 060lt (t””~”~”~”C:CCC il es 
f . a “ an oe 4} be. om — at 4 ha , 
ac- —_— oo * oe 
ution ‘: @ ” “ iil ; - = ; 
vast _— j.. 2 ae 
Mr P if y “>> 8 ag al 
* a - By -/ 5 en ne 
Steel « ay . ' es. 
amed : See 4 Se a a 4 A 
itive, ies, vas 4 i \ \ is 3a 
€sent : 4 % aN 3 : /. ' \ a z | 4 = dg : 
dios, Ee a \ “Gt ae 4 ee | Ce ee 
pent- NY ? ‘eo \ ail i: ad ‘i eee 4 un eee = 
adi ons , ie : Me GA 5 as 
— er we Ei pP» a , o -@ , Kit ' i. 
a ; 9 —— & a i, * iT i“ ; om 
ion is Re OF ab ww WT  emé;9! : 
ld et FF BO Ne Al” a 
man SDS Be) ny ae te — - 
J «> ? a4 Ay, : a ‘, * ty leg iy > Re a” Fa — j 7 oa 
I will —— se «ON 4 4 fv ee SS ) - 
of re- Pel ; . |} cE >? — iti ¥ (7 ie. tid - ' —— 
. >. >. = NS FG ig > i J 4 ae 
ndard taj P i, ey, sy Ne ee Spe a : i ae Noe 
about 4 _ <> £4“ we Mii i. a r f oe 
egard \ at” — “as .. 
hate ‘ > i. ge (i ® 
Sorpo- e ae =. 
offices "3 
ng, to ~ 2 
th ra- | e > 
under ‘ a : Bi : - ae 
s, for- —_— Sr e ee 
of the pa | ; ae: 
anches a * @ &, ee 
t Gen- oe | een mee, 7 == 
no has ss i na we 
ny. ee 
st two - ae 
anager ee 
ee. 
ag ihe 
ieee 
as te pn, 
-  . 
: call 
Se 
. 
: “ ll 
a 
Spahr. 
— 
i! ee | 
eg 
May” we, 
oy can ee 
“a diDé : - 
ae se 
-_ al 
pat Fe 
Ree e att 4 . 
; . E ee ial 7 pa”. ; ios “4 a2 9 y’ ae . = ee e ? SS ‘ict a $ < a és £ ris 


Switches A&P 
Trust Suits from 
Texas to Illinois 


Danville, Ill., Feb. 29.—Dropping 
one anti-trust action against the 
Great Atlantic & Pacific Tea Com- 
pany, the government last week 
started another here, filing a crim- 
inal information charging the 


parent company and 30 officers 
and subsidiaries with conspiracy 
to control prices and to injure and 
destroy food manufacturers, proc- 
essors, canners, wholesalers and 
independent retailers. 

The government charged that 
this was done by the “A & P 
group” by lowering food prices in 
various areas, often below costs, 
and using profits from other areas 
to make up losses. In carrying 
out price wars and fixing prices, 


Oe ae i 


SACRIFICING AE THVYW™W 
SUPERFINE QUALITY 
a wae ALBUMS 


Made for U. S. Army Air Force 
This ALBUM will easily take full 
newspaper pages, giant photos, mon- 
tages of displays, letters and other 
evidence of WAR BOND drives, etc. 


26x26 inches: heavy black leather grain 
cover, reinforced corners: 100 black loose-leaf 
pares, cloth-hinged for extra strength: 3 
a 


ustable ledger-type metal binding posts. 
Weight 25 ibs. A SENSATIONAL Buyi 
A$50.00 Value $ 1 5,00 
Each 
Junior Size Album, $ 5:00 
Same quality, 9%4x10'............ Each 
F.0.B. New York, 
SAMUEL L. UNGER 
3 East (4th St.. New York Ci 


While they tast............ petehiasnensamse 
Remittance assures prompt delivery 


the government asserted, the A& P 
was able to obtain lower price 
rebates than competitors could. 
Describing the A & P group as 
the nation’s largest food and food 
products handler, the information 
averred that it did a gross busi- 
ness in 1942 of $1,375,000,000 in 
6,400 establishments. 

The action followed dismissal of 
an indictment on similar charges 
in Dallas, Tex., after government 
prosecutors asked that it be nol 
prossed. Assistant Atty. Gen. 
Wendell Berger asserted that. he 
did not care to prosecute because 
court action taken Dec. 11, 1943, 
which struck out portions of the 
indictment, raised “grave doubt” 
over the validity of the indictment 
and eventual conviction. 

William Hart, U. S. attorney, 
said the information for the second 
suit was filed in Danville because 
the company operates a_ large 
number of stores in this district, 
adding that “some of the overt 
acts charged in the Dallas indict- 
ments were committed here.” 
Judge Walter C. Lindley, with 
whom the information was lodged, 
directed the company, officers and 


subsidiaries to make answer On 
April 3. 

Caruthers Ewing, A & P general 
counsel, New York, terming the 
original charges “vague and indefi- 
nite,” said: “We expected the 
government to lodge an informa- 
tion, which is simply a charge by 
a special assistant attorney gen- 
eral without the necessity of going 
before a grand jury.” John A. 
Hartford, A & P president, said in 
New York that “no court would 
ever find anything wrong with our 
continued effort to give people 
more food for their money.” 


Tormey Named V. P. 


John J. Tormey, account execu- 
tive and vice-president of Foote, 
Cone & Belding and its prede- 
cessor, Lord & Thomas, New York, 
for the past 21 years, has resigned 
to join William Esty & Co. in an 
executive position. 


Speers Joins CKRM 


William Speers, formerly assist- 
ant manager of Station CKOC, 
Hamilton, Ont., has been named 
manager of Station CKRM, Re- 
gina, Sask. 


No peace can be real and permanent, unless it be the peace of understanding. The constantly 


unfolding miracle of communications is an invitation to men to lay aside age-old suspicions and animosities. This war will not have 


been fought entirely in vain, if it unscrambles Babel. 


friendly greeting Mancan.. and must.. harness the genii of his laboratories for good. 


Today, the hearing of a shot around the world is no mere figure of speech. It can be heard.. and so, just as easily, can a 


Westinghouse Radio Stations have held steadfast to this concept of the high destiny of radio. They conceive their mission to the community to be the 


dissemination of the truth, providing worthy entertainment, and the more efficient distribution of the products of men’s labor. 


As we advance toward these ideals, so will we progress toward universal peace, harmony, and freedom. 


WESTINGHOUSE RADIO STATIONS Inc 


@ WOWO + WGL © WBZ + WBZA + KYW + KDKA 


Consult NBC Spot Sales for available time 
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‘Radio Heckonet 
Offers New Spot 


Measuring Service 


New York, Feb. 29.—A new 
radio measurement service, de- 
signed specifically for time buvers 
whose specialty is buying pot 
radio, has been inaugurated by 
Cecile Robinson, who resigned 
recently as a time buyer with Wil- 
liam Esty & Co. to devote all her 
time to the new service. 

Called “Robinson’s Radio Rec- 
koner,” the new operation employs 
a somewhat novel technique paral- 
leling the method used by publi- 
cation space buyers, who apply the 
milline principle to determine the 
best buy per dollar. Similarly, 
the former time-buying Miss Rob- 
inson applies what she _ terms 
“milline spot rates” to spot radio, 
the essential aim being (1) to 
assist spot time buyers in speedily 
charting the best spot availabili- 
ties in various markets, and (2) 
to show at a glance the number of 
radio homes per dollar delivered 
by a one-minute spot announce- 
ment. 

Currently, the “Reckoner,” the 
tables of which can also be used 
to compare station against station, 
time spots against time spots and 
spot radio against other media, 
covers 210 stations in 42 cities, all 
of which are regularly surveyed 
by radio measuring organizations. 

The new service will offer a 
monthly supplement to subscribers 
supplying new data based on latest 
research, with a revision in rates 
as it expands to include additional 
markets. Cost of Vol. 1 of the 
“Reckoner” to advertisers and 
agencies, covering one-minute spot 
announcements, is $50, plus a 
monthly fee of $3 for the supple- 
mental bulletin. Station represen- 
tatives are offered a special rate. 

Miss Robinson is planning to 
apply the same technique to 30- 
second spots and chain breaks. 
Several leading advertising agen- 
cies have already subscribed to the 
new service, and a brochure ex- 
plaining the entire method of 
operation has been made available 
to those interested. 

Bulova Watch Company, prob- 
ably the oldest and biggest user 
of spot radio in the country, is 
the first major advertiser directly 
to subscribe to the service. 


FAMILIES — 
with Cad 


.. BUY MORE 
Drugs! 


They buy more of everything 0! 
colds and burns, for cuts and 
bruises, for personal hygiene a 
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Luhrs Joins G-M 

Victor J. Luhrs, formerly of 
J. M. Mathes, Inc., has joined the 
copy division of Geare-Marston, 
Inc., Philadelphia. 


Joins Wildrick & Miller 

Eleanor O’Malley, formerly with 
Vogue and fashion editor of Mc- 
Call’s, has joined Wildrick & Miller, 
Inc., New York, as account execu- 
tive and stylist on women’s ac- 
counts. 


ONE REASON WHY 


“No Burton Browne 
client has a com- 


petitor with better 
- advertising.” 


...E. A. “BILL” MORROW 


V. P. and head of Crea- 
tive Department: planner, 
creator, and coordinator. 


BURTON BROWNE. 
i, ADVERTISING 


CHICAGO .- DEL. 3800 


600 Dance, Swim 
on Postwar Bus as 
Dreams Get Gayer 


Ads Are Inspiration 
for Miraculous ACF 
Pleasure Palace 


(Picture on Page 63) 

New York, March 1.—One of the 
most pointed darts yet aimed at 
the starry-eyed postwar planner 
in design and advertising has been 
loosed by J. M. Reibel, director of 
publicity of American Car & 
Foundry Company and J. G. Brill 
Company. 

Mr. Reibel and his staff have 
concocted a three-page folder 
which is being distributed widely 
in the bus and mass transportation 
field, and which has thrown most 
of the recipients for a belly laugh. 

The heart of Mr. Reibel’s folder 


is a large-scale designer’s drawing 
of the “600 passenger bus of to- 
morrow (or some day next week) ,” 
complete with six commodious 
decks, bowling alleys, swimming 
pool, elevators, multitudes of 
shops, helicopter hangars and a 
round-the-deck trolley. 

The copy on the reverse side of 
this magnificent traveling behe- 
moth is just as good as the draw- 
ing. “Ideals—not new deals—nor 
raw deals—nor misdeals — but 
ideals — postwar ideals,” it assev- 
erates. “Plus an idea — not a 
crazy idea—nor a grandiose idea— 
nor a colossal idea—yet not a bad 
idea. At any rate it’s a novel idea 
you will be gazing upon when you 
look inside this page.” 

When the reader “turns over a 
new leaf,’ as requested, he finds 
this additional explanation of the 
drawing: 

“This idea (or ‘brainstorm’ if 
you will), and the ideals it em- 
braces are not entirely original 
with us—in fact, our inspiration 
springs partly from the recent na- 
tional advertising copy of some 
usually staid and sober (or at least 
staid) advertisers. 

“We do, however, stake first 
claim upon many of the intricate 


MAYMIE, 


Maybe her voice didn’t say anything more than 
just “Hello”—but you know (and we know) that 
a voice can carry more emotional impact and more 


Some Typical 
SONOVOX PIONEERS* 


American Chicle Co. 
(Black Jack Gum) | 
Badger and Browning & 
Hersey, Inc. 

American Industries Salvage 
Committee (Steel Scrap Drive) 
McCann-Erickson, Inc. 

Buick Motors Division, General 
Motors Corp. 

Arthur Kudner, Inc. 

Chicago, Milwaukee, St. 
Pacific R. R. 

Roche, Williams & 
Cunnyngham, Inc. 
Colgate-Palmolive Peet Company 

(Vel, Palmolive) 

Ward Wheelock Co. and 

Wm, Esty & Co., Inc. 
Delaware, Lackawanna & Western 


Paul & 


S35 2 \eRutheauf %& Ryan, Inc. 


IT’S YOU! 


recognition-value than a million words! 


Thanks to Sonovox, radio advertisers can now speak to their 


audiences in voices so distinctive and memorable as to insure 


instant sponsor identification—even if the listener is playing 


cards, or reading the paper, or washing the dishes. . . . 


What is the extra value of this one small “plus”, among all 


the other Sonovox advantages? 


However small you assess it, 


it’s many times greater than the cost of Sonovox. At least 


that’s the opinion of some 


buyers of radio time. 


of America’s most wide-awake 


Sonovox is sold essentially like talent. Under each license 
for specific use, a reasonable license fee is charged for 
Sonovox performing rights. The only additional cost to 
licensee is for a trained articulator made available by us 
in any broadcasting or recording studio in New York, Chi- 
cago, or Hollywood, at standard AFRA scale. 


WRIGHT-SONOVOX, INC. 
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CHICAGO: 180 N. Michigan 
Franklin 6373 


NEW YORK: 444 Madison Ave. 
Plaza 5-4130 


“Talking and Singing Sound’’ 


FREE & PETERS, INC. 
Exclusive National Representatives 


SAN FRANCISCO: 111 Sutter 
Sutter 43553 ‘ 


HOLLYWOOD: 15:2 N. Gordon 
Gladstone 3949 


Walt Disney Productions 

Emerson Drug Company 
(Bromo-Seltzer) 

Ruthrauff & Ryan, Inc. 

Christian Feigenspan Brewing 
Company ones and 
Dobler P. O. N. Beers and Ales) 
E. T. Howard Co. 

Feltman-Curme Shoes 
Russell C. Comer Advertising 
Company 

Forum Cafeterias of America 
R. J. Potts-Calkins & 

Holden, Inc. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

axon, Inc. 

Grocery Store Products Sales Co. 
Inc. (Fould's Macaroni Products) 
Campbell-Ewald Co., Inc. 

Andrew Jergens Co. 

(Woodbury's Mee | 
Lennen & Mitchell, Inc. 

Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauff & Ryan, Inc. 

Lyon Van & Storage Co. 

Batten, Barton, Durstine & 
Osborn, Inc. 
National Broadcasting Company 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 


Office of Civilian Defense 
(Region Six) 


Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 


Pan American Coffee Bureau 
Buchanan Co., Inc. 


Purity Bakeries Service Corp. 
(Taystee Bread, Grennan Cakes) 


Quaker Oats Company 
Ruthrauff & Ryan, Inc. 


Radio Corporation of America 
Ruthrauff & Ryan, Inc. 


Radio Station KOMA, 
Oklahoma City 


Alvino Rey and his Orchestra 


Shell Oil Company, Inc. 
J. Walter Thompson Co. 


Stanco, Inc. (Mistol) 
McCann-Erickson, Inc. 


U. S. Treasury Dept. 
Universal Pictures Company, Inc. 
Warner Brothers Pictures, Inc. 


Willards Chocolate, Ltd. 
Cockfield, Brown & Co., Ltd. 


*Space no longer permits a com- 
plete list of Sorovox users. 


ATLANTA: 322 Palmer Bidg. 
Main 5667 


and highly technical features in- 
volved, and which are not visible 
to the naked eye—such as: 

“How to waterproof the passen- 
ger compartment against’ the 
swimming pool—how to use the 
draft created by the helicopter 
rotors for ventilating—how to 
operate with one man (or at the 
most two)—mosquito-proofing and 
fertilizing of the roof garden—net 
for catching high divers who over- 
shoot the mark while bus is in 
motion — emergency handbrake, 
etc., etc. 

“The point we want to make in 
all this is that even though we 
may be terribly occupied trying 
to win the war all by ourselves, 
we have not forgotten, and will 
not forget, our friends. In fact, 
we spend all the time we dare 
‘snitch’ from war chores, in think- 
ing about them, and their needs, 
and about buses and_ trackless 
trolleys for the future. And be- 
cause of this thinking you may be 
sure that the postwar A. C. F. bus 
and the postwar Brill trackless 
trolley are going to be something 
to warm the heart of even the 
most exacting operators—or even 
of that most unregenerate and 
misguided species, the postwar 
automobile (if any) rider. 

“These are our hopes and this 
is the accomplishment to which 
we intend to hold ourselves.” 


Issues Planning Study 


The Canadian Manufacturers’ 
Association has issued a booklet, 
“The War and After,” dealing with 
such problems as demobilization, 
export, transportation, foreign ex- 
change control, termination of war 
contracts and technical education. 


Quarry to Ardiel 

Robert Quarry, formerly in the 
purchasing department of the 
Canadian Westinghouse Company, 
Hamilton, Ont., has joined the 
gg Advertising Agency, Ham- 
ilton. 
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Chicago to Open 
$150,000 Ad Drive 
for 47,000 Workers 


Chicago, March 1.—This city, 
formally classified by the War 
Manpower Commission this week 
as a Group 1, or acute labor short- 
age area, has launched plans for 
a $150,000 advertising campaign 
to shock the public into realization 
of manpower needs and to enroll 
47,000 additional workers this 
month to meet production sched- 
ules. 

The city’s five daily newspapers, 
foreign language and community 
newspapers, radio, outdoor posters 
and car cards will be employed, 
said James M. Cleary, vice-presi- 
dent of Roche, Williams & Cun- 
nyngham and chairman of the 
executive committee of Mayor 
Kelly’s committee for patriotic 
action. The cost will be pro-rated 
among the industries benefited, 
Leo H. Rosenberg, vice-president 
of Foote, Cone & Belding, has been 
named chairman of the advertis- 
ing committee. 

Plans for the advertising “war 
chest” were made previous to Chi- 
cago’s classification as a No. 1 
critical labor shortage area. How- 
ever, now that the city has been 
thus classified, the need for the 
campaign is even greater, said Mr. 
Cleary. In addition to serving a 
useful purpose in helping recruit 
the thousands of workers needed 
to maintain production, he said, 
the campaign will also aim at re- 
ducing absenteeism and turnover, 
stimulating the shift from non- 
essential to essential work, and re- 
cruiting of new employes, espe- 
cially women. 


Silver to Lynette 

Lynette Perfumes, New York, 
has named Daniel Silver general 
manager, succeeding J. B. Calia, 
who has joined the armed forces. 


* 


* 


We refer to outstandin 


in South Bend’s histo 


ed Cross campaign is on. 


~~ 


x kK ke k 


results secured 
in South Bend and St. Joseph County in 
every drive since Pearl Harbor. Quotas 
have been oversubscribed every time. 


The Fourth War Loan Drive was over 
ahead of schedule, with more than a 
third of the total quota of $15,477,000 
sold to individuals. Month after month this bond buy- 
ing record has been maintained. 


The United War Chest — the biggest drive of its kind 
—was successfully concluded 


_ ahead of the War Loan campaign. And, now the 


STORY, BROOKS & FINLEY, INC. National Representatives 


tsa Great 
Reeord — 


and we’re proud of it 


INDIANA 


This inspiring record of goals achieved is signal proof 

that the war workers in South Bend and St. Joseph 

County have money. Indeed more and more cash is 

going out to workers every pay day— much of this is 
ing invested for future use. 


This inviting Post-War market can be effectively reached 
only by using The South Bend Tribune, the one daily 
paper in St. — County. The Tribune, with more 
than 80,000 circulation, completely dominates the field. 


The South end Tribune gy 
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~"TORTH WEST'S 
wr" LEADING RADIO STATION “sense sss 


With our complete facilities in St. Paul, KSTP now has 
the outstanding production center in each of the 

rich Twin Cities. As a matter of fact, our Minneapolis- 
St. Paul studios and offices are greater than 
those of all other Twin City stations combined 


The Minneapolis half of KSTP is now located in the most 


stunning entertainment center in the Midwest... the North- 


west’s own dazzling Radio City. 


Radio City in Minneapolis brings together in one impressive building 


the Northwest's largest and finest theatre, seating 4400 people, and 
KSTP’s ahead-of-the-minute new studios (including provision for future 


television developments). It’s the Twin Cities’ major center of interest, visited 


every day by throngs of Twin Citians and folks from all over Minnesota. 


Naturally, this new development is making Minnesota people more KSTP-con- 
scious than ever. Locally, we're telling listeners about Radio City by means of 


newspaper ads, 24-sheet posters, triple-size car cards and rural magazine and screen 


advertising. ... And all this spotlighting of KSTP is going to mean more /isteners— 


urban and rural—for KSTP advertisers! 


And remember . . . our complete facilities in each of the Twin Cities enable us to give detailed 
attention and comprehensive service in both cities to a// our accounts. With this new 

capacity for greater service—plus the audience that comes from being the exclusive NBC 
outlet for the Twin Cities—plus a continuous, statewide promotional campaign to 

keep our audience steadily growing--KSTP is now more than ever before the Northwest's 
leading radio station. 


Exclusive NBC Affiliate for the Twin Cities 
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THE NORTHWEST'S LEADING RADIO STATION — 
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Huge Postwar Use 
of Premiums Is 
Seen by Industry 


Leaders Advised of 
Changed Attitude 
by WPB Officials 


By IRVING GENATT 


New York, March 1.—The end 
of the war will mark the begin- 
ning of the most competitive era | 
in the history of American busi- 
ness enterprise, an era which will 
once again see the consumer 
counting his pennies before buying 
his needs, with a resultant revival 
of premium advertising on a scale 
which is bound to dwarf the half 
billion dollar yearly volume en- 
joyed by the manufacturers of 
prewar premiums. 

These observations highlighted 
the talk given by Charles Wesley 
Dunn, general counsel to the Pre- 
mium Advertising Association of 
America, before one of the most 
important wartime sessions of the 
association’s premium conference 
group, which met here last week. 

Keen interest in what Mr. Dunn 
had to say was evidenced by a 
capacity turnout of leading manu- 
facturers of premium merchandise, 
premium advertising counselors 
and representatives of some of the 
largest corporations in the coun- 
try, whose use of premium adver- 
tising in conjunction with other 
media ran into millions before the 
war sounded the death knell of 
much of this form of promotion. 

What the premium men actually 
came to hear was a report by Mr. 
Dunn on the association’s con- 
certed battle to ward off WPB re- 
strictive legislation against the 
premium industry. 

Dwelling on what he termed the 
three crises which affected the 


| | 


Youth Helping Businesses _ 


| 
| On Their Way 


| 
aviation | 


| “It's against the laws of nature. | 

| It’s against the Scriptures. If the 
good Lord had wanted man to fly, 
he would have given him wings.” 
That was the general adult reac- 
tion to balloons and to that “hor- | 
rible” contraption invented by the 
Wright Brothers. 


“It's wonderful! Now 


we can 
soar through the sky. Now we 
have wings. Let's go! How soon | 
| can we get up in one? Can't we 
build one? Gee, let’s go!” That 


was Youth's reaction. 


Where is the Aviation industry 


today? On top of the world. 
Who's running it? The Youth of 
yesterday. Who's flying the 


planes? The kids who were build- 
ing models only five years ago. 


1,500,000 of America’s leadership 
Youth are within your reach in 
the pages of their own favorite 
magazines. The page rate is only 
$5600. 


THE 


GROUP 


1 E. 42nd St.. New York City 


American Girl—Boys Life—Open Road for Boys 
Young America—Young Catholic Messenger. 


industry, Mr. Dunn listed these as 
World War I, the reconstruction 
period after the great depression 
of 1929, and the current war. 

In the first World War, said Mr. 
Dunn, the industry faced the same 
potential problems as it does now. 
However, he continued, that war 
did not last too long, and even 
though the premium industry suf- 
fered through various government 
restrictive measures, there was no 
effort on the part of any war 
agency to seek legislation tending 
to hamstring or limit the premium 
practice as such; the restrictions 


only affected the ability of the in- 
dustry to obtain merchandise. 
Following the war, the premium 
business went along on a normal 
basis, Mr. Dunn said, without any 
federal restrictions, although it 
encountered great obstacles in the 
form of state legislation. (Last 
year Mr. Dunn told a convention 
of the Premium Advertising Asso- 
ciation that the torpedoes of re- 
strictive statutes in a number of 
state legislatures had been com- 
pletely evaded by prompt educa- 
tional measures and that all legis- 
lative threats facing the premium 


advertising field had been elimi- 
nated) (AA, July 5, 43). 

With the advent of the NRA, 
an anti-premium attitude devel- 
oped in Washington, holding this 
form of promotion as unethical, 
Mr. Dunn continued. The associa- 
tion then had the problem of elim- 
inating anti-premium policies and 
substituting a pro-premium policy. 
The association was finally suc- 
cessful, inducing the NRA to revise 
its stand and the premium practice 
benefited accordingly. 

No further difficulty ensued 
until the present war broke out, 


Advertising Age, March 6, 1944 


when the industry converted vir- 
tually 100% to the war effort, 
engaging in the manufacture of 
brushes for essential military re- 
quirements. In the interim, Mr. 
Dunn went on, the industry’s only 
concern was to prevent develop- 
ment of any anti-premium policy 
in the government. 


Develop ‘Anti’ Policy 


The WPB developed such a pol- 
icy, Mr. Dunn said. Orders were 
issued expressing an adverse aitti- 
tude toward advertising premiums, 
orders directed not only to the use 


clock. 


hordes. 


A it 


enn sunrise to Vespers and on 
through the night great sounds 
are filling the air. 


Grave and portentous sounds—ex- 
citing and joyous sounds. 


The sound of news from distant 
lands that even Axis propaganda 
cannot distort for long. 


From dawn to dusk and around the 


The sound of marching feet and the 
roar of battle and the whir of pro- 
peller to remind us that there is 
greater strength in free-thinking in- 
dividuals than in 


clearer. 


prayer. 


slave-whipped 


THIS IS THE 


As each second passes around the 
clock this sound becomes clearer— 


And as the hours march in parade 
there is music and fun—gaiety and 
laughter—great ringing speech and 
the whisper of lullaby. 


There is stirring drama for the ask- 
ing, the throbbing evidence of man’s 
will for progress—and the hush of 


The minds of our allies to listen to— 
the thoughts of alien lands to hear 
and understand—and by under- 
standing accept or reject as they 
may accept or reject the principles 


we hold with. 


In just a moment ... the World might pass you by 


There is much to hear—and having 
heard—to heed—and having heeded 


—to act upon. 


This is your world. 
Know it. 
‘Listen to your radio. 


In just a moment, the world might 
pass you by! 


It is the sober intent and solemn 


pledge of the Blue and its affiliated 
stations that every program emanat- 
ing from our studios, sent across the 
world by our transmitting towers, 
shall be worthy of the greatness of 
man’s newly-found power — Radio. 


NETWORK 
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of critical materials, but which 
sougit to outlaw the premium 
form. of advertising from using 
suc’ materials even when they be- 
cam: non-critical. In short, the 
government was developing a defi- 
nite anti-premium policy which, 
if permitted to continue, would 
have serious postwar  repercus- 
sions, Mr. Dunn said. 


This WPB attitude became man- |: 


ifest in the cutlery order, which 
had an anti-premium clause, Mr. 
Dunn declared, and WPB simi- 
larly sought to hog-tie the indus- 
try by similar action in the silver 


flatware order, and other regula- 
tions. 

At this stage, Mr. Dunn con- 
tinued, the association felt organ- 
ized action should be exérted at 
once to impress upon WPB the 
economic significance of the in- 
dustry. 


WPB Drops Provision 


Cooperation of the cutlery in- 
dustry advisory committee was 
obtained, and this committee urged 
elimination of the provision, which 
was done by WPB. At the same 
time members of the premium 


industry visited Washington and 
finally were successful in per- 
suading WPB to drop its antago- 
nistic attitude. Mr. Dunn said 
John M. Davidson, premium man- 
ager of Colgate-Palmolive-Peet 
Company, did yeoman service for 
the industry in this respect. 

Today the premium industry is 
in a very satisfactory position, he 
said, pointing out that it is now 
completely free of any government 
anti-premium restrictions. 

“This great industry cafi face the 
postwar period in confidence, and 
there is no doubt that manufac- 


turers who have used the premium 
form of advertising are going to 
find it of immensely greater value 
with the return of peace,” Mr. 
Dunn said. 

“We are faced with the ines- 
capable fact that we shall fall 
short of our ultimate goal of full 
employment,” he said. “Balance 
of consumption with production 
has never yet been attained in any 
age, era or period, and there is 
always a gap between the two.” 

People in the postwar period are 
going to count their pennies and 
will welcome the benefits received 


H™ is Advertisement No. 2 in The Blue Network Year- 
round National Campaign. Like the first, this ad will 


run nationally—in newspapers and magazines. It will also 


go out on the air over BLUE stations to millions of homes. 


In this advertisement we carry our theme one step further — 


by telling the story of radio in terms of the world’s drama— 


by relating the whole movement of history to radio—and 
by relating the listener to history through radio. 


It is our belief that by assigning to our audiences a 


specific place in the whole “world of radio,” we will be 


building more listening to radio—to The Blue Network and 


to all of our programs. 


From the advertiser’s viewpoint the purpose of these adver- 


tisements may be summed up: more listening, better ratings, 


more sales, more value for every dollar invested in The BLUE. 


As we have suggested before— 


THE Blue is GETTING TO BE A BETTER BUY EVERY DAY 


‘s 


from premium merchandise, Mr. 
Dunn concluded. 

Saul Ginsburg, eastern sales 
manager, Republic Stamping & 
Enameling Company, Canton, O., 
said that since nobody can predict 
what controls the U. S. is going to 
maintain after the war, or the 
extent of materials allocated for 
export, no one can say exactly 
what he is going to do in the post- 
war period. 

He urged the industry to 
strengthen its ranks, admonishing 
members to beware of pressure 
groups opposed to premium adver- 
tising, and citing the amount of 
labor this industry will employ 
after the war as “one of your big- 
gest talking points.” 

Drawing a verbal picture of the 
advisory committee’s sessions with 
WPB in Washington, Joseph S. 
Peters, vice-president, Sperry & 
Hutchinson Company, New York, 
said the association may well con- 
sider it “a great achievement in 
winning out and convincing the 
WPB of the significance of pre- 
mium advertising.” 

D. Joseph O’Connor, vice- 
president, Acme Shear Company, 
Bridgeport, Conn., told of the diffi- 
culty in getting Washington to 
understand cutlery industry prob- 


lems, but nevertheless stressed 
that WPB officials were “very 
cooperative.” 

Terming the industry’s fight 


against WPB as an effort to kill 
unwarranted restrictions against its 
normal operation rather than any 
attempt to obtain concessions to 
resume manufacture of premium 
merchandise, John M. Davidson, of 
C-P-P, told the premium men that 
by the very nature of premium 
advertising, it is susceptible and 
vulnerable to attack by state and 
federal restrictions. To meet 
such attacks with any degree of 
success, Mr. Davidson urged a 
stronger, virile association with 
experienced leadership backed by 
a wider interest from association 
members. : 

The meeting was presided over 
by William L. Sweet, president 
of the Premium Advertising Asso- 
ciation almost since its inception 
30 years ago. 


THERE'S NOT 
ANOTHER © 
LIKE IT! 


The per family pur- 
chasing power in 
Southern New England is 
greater than in any other 
section of the country. 
That means that when 
your advertising message 
is directed to this market 
it has a real opportunity 
to bring sales results. 
Reach these extra buy- 
ing dollars through WTIC 
—Southern New England's 
foremost selling medium. 
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DIRECT ROUTE TO AMERICA’S No. 1M 
Broadcasting 


The Travelers 
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Seeks Aid for Consumer 
Demand Surveys 


To the Editor: The Technical 
Advisory Service of the Smaller 
War Plants Corporation (a fed- 
eral agency created by Congress 
under the Small Business Act) is 
endeavqring to assist the small 
business man in obtaining from 
sources especially qualified in their 
respective fields, solutions to prob- 
lems that are confronting them. 

An establishment in the Los 
Angeles area has submitted the 
following inquiry regarding: 
“copies of typical questionnaires 
which might be used along with 
procedures that have been found 
successful in carrying on consumer 
demand surveys in postwar plan- 
ning,” and your assistance in his 
behalf will be appreciated. 

Your comments and suggestions 
will be valued. However, if we 
have misdirected this inquiry, it 
would be appreciated if you will 


refer us to a likely source of|’ 


assistance. 
STANLEY W. A. INGRAM, 
Technical Advisory Service, 
Los Angeles. 
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Ad-libber’s Idea Clicks 
with Agency Man 
To the Editor: This agency 
handles the advertising for the Des 
Moines Railway Company and I 
wish you would convey to who- 
ever writes the column “Ad-Lib- 
bing” our deep appreciation for 
the suggestions he extended in the 
reproduction of our ad and accom- 
Ppanying article in ADVERTISING 
AGE, Feb. 14. 
We don’t believe Des Moines 
youths are any worse than those 
of other cities, but the company 
has had a considerable amount of 
difficulty with them the past sev- 
eral years. 
I am suggesting to Mr. C. W. 
Gifford, president of the company, 
that the next time any serious acts 
of vandalism occur we adopt the 
suggestions and apologize to the 
people for being delayed getting 
home because “playful youths put 
a bolt in the switch and derailed 
a car.” 
I think the idea splendid. I 
should have thought of it myself. 
W. H. MILLtHAEM, 
W. H. Millhaem & Co., Des 
Moines, Ia. 
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Gave Clients Choice 
of Thanksgiving Dates 


To the Editor: William H. Kin- 
sall’s letter in the Voice of the 
Advertiser of your Feb. 14 issue 
recounting how his calendar with 
the “wrong” Thanksgiving date 
turned out to be right recalls to 
us our own tussle with this prob- 
lem. 

Call it playing both ends against 
the middle if you will, but we 
gave our newspaper clients their 
choice of Thanksgivings in our 
classified advertising plans calen- 
dar when we discovered supposed 
authorities differed over the 1944 
date. 

BRADFORD WYCKOFF, 

Parish & Phillips, Miami, Fla. 
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Sells ‘Non-Users’ 


of Company’s Products 


To the Editor: Selling to peo- 
ple who “don’t want any” is 
always a challenging task, and 
efforts in that direction are quite 
likely to be of general interest. 

Our newest direct mail piece 
was designed to stimulate thinking 
on the part of these “non-users,” 
in which class many of our largest 
customers once, and in frequent 
cases still, consider themselves 
to be. 

Except in a very few industries, 
our products do not constitute a 
major factor. Obviously, 


This department is a r 


for Cultivation 


except 
in those few instances, we can’t 
gear a separate piecé to every 
field where they might conceiv- 
ably be used. And we find litera- 
ture on only one product fre- 
quently gets tossed aside if the 


OE 


prospect doesn’t happen to be in 
the market for that one product 
right then. 

This folder — particularly the 
spots on Page 2 and the chart on 
the center spread—attempts to 
sell industry in general on the 
versatility of canvas and of our- 
selves as a source. 

Presumably we might, in effect, 
be calling our “non-user” pros- 
pects prevaricators. Which ain’t 
nice. But our salesmen say the 
piece does it diplomatically, helps 
them crack a form of sales resist- 
ance that they’ve found highly 
prevalent and difficult to cope with 
heretofore. 

WILLIAM E. RAINSLEyY, 
Advertising Manager, C. R. 
Daniels, Inc., New York. 
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Points Out New Field 


To the Editor: “He also serves 


‘This classification has been 


It Was My Pleasure As 


Waiter ''38" 


To Celebrate My 
Fortieth Anniversary .With 
the Memphis Hotel Co. 


Last Friday, February 18 


I wish to thank everyone for the 
kindness extended to me through the 
years. I hope to serve the public 
for many yeara to come. As @ 
citizen and employe, my record is 
spotiess, . . . 1 particularly wish to 
thank the Rotary Club members, 
the finest gentlemen I have ever 
served, or hope to serve, for the 
wonderful applause given me at 
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their Tuesday luncheon, February 15. 
It made me feel that my work has 
all been worth while. 


“God Bless America” 


)) WALTER M. JONES 
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grossly neglected. Where have the 
local ad solicitors been all these 
years? 

KEN W. Howarp, 
Mid-South Dailies, Memphis, 
Tenn. 

7, FY 
Cites Lengthy List of 
Long Agency Names 
To the Editor: The item in 
Copy Cub’s Feb. 21 column about 
life getting more complicated since 
we have to remember the name of 
Lamport, Fox, Prell & Dolk, Inc., 
shows that the author is either 
forgetful or has not been in the 
advertising business very long. 
There used to be the mouth-fill- 
ing firm name of Klau, Von Pieter- 
som, Dunlap & Younggreen and 
there is the equally euphonious 
name, Reincke, Ellis, Younggreen 
& Finn. 
I believe you could fill your 
entire column with a list of odd 
names in the advertising business 
which would put the average law 
firm to shame. Of course, in- 
cluded with them would be our 
own agency, Kircher, Lytle, Hel- 
ton & Collett. 

RIcHARD E. KING, 
Advertising Manager, Crystal 
— Company, Middletown, 

io. 
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Offers Suggestions for 
Blood Donor Ads 


To the Editor: In general, ad- 
vertising has cooperated splendidly 
with the various phases of the war 
effort on the home front. All-out 
support has been given to such 
drives as war bonds, inflation, 
conservation, scrap and _ waste 
paper collections, etc. 

However, one phase, and it 
seems to be about the most im- 
portant of all, appears to be greatly 
neglected. We refer to the Red 
Cross blood bank. Here and there, 
of course, advertisements ap- 
pealing for blood have appeared, 
and scattered announcements have 
been heard over the radio, but no 
really intensive campaign has ever 
been introduced. 

According to a story in the New 


eader’s forum. Letters are welcome. 


York Times, “. . . plasma is almost 
as important as food and has be- 
come almost routine in the treat- 
ment of battle casualties.” In 
view of this fact, we would like 
to suggest a drive for blood plasma 
on the scope of a war bond cam- 


paign ... including all the dra- 
matics and showmanship and 
thunder. 


There are certain points that 
should be stressed in connection 
with such a campaign ... points 
which have not had enough em- 
phasis in past work. 

(1) The word “blood” has pain- 
ful connotations. Cleverly written 
explanatory literature about blood 
bank procedure will offset it. 
People are more interested in how 
much a blood donation will per- 
sonally affect them, than about the 
good it will do a wounded soldier. 


(2) Many persons excuse them- 


selves because they are afraid that 


childhood illnesses, or other physi- 
cal factors, prevent them from 
being donors. If they do not take 
the initiative to find out who may 
or may not donate blood, we must 
bring the facts to them. Subtlety 
is not an asset in this instance... 
the facts must be hammered home. 

(3) Ignorance is the greatest 
foe in obtaining blood plasma., 
Parents fear that it may hinder 
the health of children. Elderly 
people are especially afraid of its 
effects. Superstitions have grown 
up about it. For example, we 
have heard several times that it 
is harmful for future mothers to 
give blood. Actually, a _ large 
percentage of persons who have 
visited the blood bank once have 
returned any number of times as 
redonors. This proves. conclu- 
sively that ill effects following 
donations are practically unknown. 

(4) Rich and poor alike, occu- 
pied and unoccupied, possess the 
ability to donate their blood. A 
healthy body is the only require- 
ment. Very little time and no 
money are needed. 

These suggestions can be summed 
up by saying, “Give the people 


information.” It would be well to 
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remember that blood plasma can 
not be bought like war bonds, nor 
ean it be collected like scrap. It 
must come from the veins of the 
people. Advertising can do a great 
job of blood letting if it would put 
its mind to it. 
Mitton M. HERMANSON, 


Copy Chief, Shappe-Wilkes, 
Inc., New York. 
+. 7.9 


Copies Are on the Way 


To the Editor: For a number 
of years I received your Magazine 
while doing advertising work. 
The other day I had the desire to 
read or see something pertaining 
to advertising, and thought of your 
magazine. Would it be possible 
to send a copy or two to me here? 
Send me a bill, too, because it is 
worth all of the $2 I used to pay 
for it. We have a big job to do 
over here, but the day will come 
again when we can talk in adver- 
tising terms. ‘ 

Many thanks and I will look for 
your magazine in the mail. 

CpL. RANDOLPH ANDERSON, 

A. P. O. 634, Care of P. M., 

New York. 
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Iowa a few days later. 


‘m growing 
Smart Sales Managers Can Get 


OLLARS grow on the hoof in Iowa. A pig 
today is a farmer’s profit tomorrow—rung 
up on some town or city cash register of urban 


Millions of such pigs’ feet are trotting around 
fat lowa farm lands. They carry a steadily in- 
creasing load of dollars for lowa families to 
spend quickly for things near their hearts’ 
desire ... just part of the biggest farm income 
that any state pours through urban outlets 
into the stream of national wealth. 
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peace comes tomorrow or two years from now. 


Within greater lowa is a concentrated mar 
ket—R & T Iowa—that includes the cream o 


industry, agriculture, business and the pr 


fessions. 
pages whose 


readers. 


That yearly flood of urban purchasing power 


Its boundaries are printed page 


editors have earned the faith of 


Iowa because they have kept faith with theit 


R & T Iowans are paying their debts, a 


socking money away in banks and bonds and 


rightly priced productive land. Come wart 


peace, the good black Iowa dirt, the richest 


Hawkeye land. 


steadies the pulse of trade in thousands of solid 
towns, in scores of centers of industry in 
It’s a great market today— 
and your best prospect of a steady market if 


-—R. « T. IOWA 


A STATE-WIDE URBAN MARKET... 
COVERED BY A STATE-READ PAPER 


_ pes Mons REGISTER and TRIBUNE 


earth, will continue to spout wealth from field: 
or grow it on the hoof that R & T Iowa wil 
spend for products that have won their favo" 
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Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 
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om now. Now, more than ever before, what the common man thinks — what he buys — will 
red mar control our collective and individual destinies . .. perhaps forever. 
ream of What are the things that move him... what stimulates him to say yes or no... 
the pro act or be still? 
1 pages On this page are reproduced two of the time-proven routes to his heart and 
faith of mind. One, the political cartoon as pioneered by Thomas Nast in 1871. It drove the 
: vicious Tweed Ring to ruin by marshalling the common man to positive and direct 
ith ther action for better government. 
- The other, and more current route is the True Story technique, seen at its best 3 
lebts, are in the magazine which furnished its name. 
onds and This technique, through its sincerity and believability, marshals — influences 
e war ‘or more “common men,” more Wage Earner families, than does any other technique — 
ichest 00 Mo or any other method. Starting in 1919, its simple credo and common touch has built wil 
| field ened tn. 9 at be ton. ¥ we. ll ) a multi-million audience, fostered the growth of millions more magazine circulation, a 
— “1 a a and influenced the pattern of other magazines, radio, and newspapers. ee 
ay 7 The True Story technique is at its level best today in True Story itself.. .informing, = 
eir favor influencing, rousing Wage Earner families to action for better things. 
Use it. Use its principles and its counterparts. For: 
N,. . © we ——— . : ° 
ats ses =e - ie Se 3 THE COMMON MAN WELL INFORMED IS THE GREATEST FORCE IN 
pe eas FL ae Ss ee PRODUCING THE AMERICA WE WANT. gern 
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Names L. L. Lewis 


Returned from duty with the 
Navy Department in Virginia, 
Leslie L. Lewis, formerly editor of 
Dartnell Services, has been named 
editorial director of Dartnell Cor- 
poration, Chicago. 


Miller Advanced 


William Miller, district sales 
manager in Detroit for Jones & 
Laughlin Steel Corporation since 
1938, has Been named assistant 
general manager of sales for the 
company. 


eee 


McGraw-Hill Wins 
Directed Verdict 
in Libel Suit 


Chicago, March 1.— McGraw- 
Hill Publishing Company won 
court vindication of a Business 
Week article here yesterday when 
Federal Judge John P. Barnes 
directed a verdict for the publisher 
in a $1,000,000 libel suit filed by 
Montgomery Ward & Co. 

The court case grew out of 


publication in the May 23, 1942, 
issue of Business Week of an ar- 
ticle reporting labor policies of the 
mail order house and describing 
the efforts of the U. S. Conciliation 
Service to settle a labor dispute 
between Montgomery Ward and a 
CIO union. Attorneys for Mont- 
gomery Ward charged that state- 
ments in the article were false and 
libelous, and damaging to the busi- 
ness and reputation of the com- 
pany. They asked $1,000,000 dam- 
ages and $25,077 special damages 
to cover the cost of distributing a 


| special statement of the company’s 


position to stockholders, employes, 
newspapers in which Montgomery 
Ward advertises, and other cor- 
porations and individuals. 

McGraw-Hill countered with a 
defense that the facts stated were 
true, and that comments made 
with respect to the facts were fair. 
Attorneys for the publisher sub- 
mitted a documented record of 
Montgomery Ward’s violations of 
the national Labor Relations Act 
and the New York State Labor 
Relations Act. 

Judge Barnes, at one point char- 
acterizing Montgomery Ward’s 


OREGON, long known for its home- 
loving people and its year ’round 
money-making resources, was ready for 
industrial development that already has 
broadened the scope of permanent pay- 
rolls beyond a point of estimate. 

% M % 


It’s no secret that this state is teeming 
with war work. Oregon foods, for ex- 
ample, share first importance with ships! 
So do forest products and light metals... 
all state-wide, war-winning commodities 
with a fabulous peacetime future! 


Many thousands who came here to 
work will stay to live. (Since the 1940 
census, the market-wide population has 
increased 126,277, distributed through 
seventeen counties of Oregon and south- 
western Washington.) They have picked 
their favorite spots around the state to 
make homes for keeps. Here will be a 
huge pool of skilled workers . . . at work! 


If you want to sell for keeps in this 
growing market, get into the newpaper 
that serves the whole market ... Portland 
AND the rest of the state. 


THE GREAT NEWSPAPER OF THE WEST 
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REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 


contentions as absurd, tool up 
each of the 13 statements if. the 
article held to be libelous, dé@ ay. 
ing that there was nothing in tl em 
of defamatory, libelous or harr fy} 
character. 

Joseph A. Gerardi, McGr .w. 
Hill’s secretary and counsel, ind 
also counsel of the Associ: ted 
Business Papers, who assisted H., 
Templeton Brown of Chicagc at 
the trial, said: “In my opin on, 
the decision in this case is hot 
merely a complete vindicatio: of 
McGraw-Hill and the editors of 
Business Week, but it may ~vel] 
become a landmark for the guid- 
ance of the business press in libe] 
matters. 

“To my knowledge, no business 
paper has ever been faced with a 
more powerful and obstinate op- 
ponent in a libel suit, and had it 
been lost I would hate to predict 
the effect it would have in re. 
straining freedom of expression on 
matters of interest to its readers.” 


Appoints O’Malley 

Joseph A. O’Malley, liaison offi- 
cer on war work for the Chrysler 
division of Chrysler Corporation, 
Detroit, has been named assistant 
general sales manager. 


2 = 
$0 OKAY, HOT SHOT, 
IF YOU CAPTURED 

EM ALL SINGLE- 
HANDED, HOW COME 
YOU NEVER GOT ON 
THE MARCH OF TIME? 


HE March of Time’s most re- 

cent Crossley—21.9—puts MOT 
among the 20 most popular pro- 
grams in the country. 

This is no surprise because every 
Thursday night at 10:30 MOT 
brings millions of Americans vivid, 
authentic, eye-witnessreports from 
newsfronts all over the world— 
often from the very people who 
make the news! And making the 
news make sense is what Ameri- 
cans are most deeply and person- 
ally interested in, these days. 

Hear these MOT reports and 
judge for yourself! 


10:30 PM (EWT) 
EVERY THURSDAY NIGHT 
OVER NBC 


— | 


THE MARCH OF 


TIME 


SPONSORED BY 
THE EDITORS OF 
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The most important word 


in the world today...and tomorrow... HOO M/) J 
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“LINCOLN LAND” 


leads the nation in food production, 
food processing and distribution .. . 
and in Victory Gardens. 


“TZ7EEP ’EM FED!” These 

simple words on the front 
cover of every issue of Prairie 
Farmer express one of the main 
working objectives of the people 
of “Lincoln Land.” 


Here in “Lincoln Land” is a 
great army, soldiers without 
uniform—men, women, and chil- 
dren—working for one common 
goal, Victory, through produc- 
tion of the world’s most critical 
need: FOOD! 


The Food Army 

The long-day, main job of a large 
proportion of the 14,000,000 
farm, town and city people liv- 
ing in “Lincoln Land” can be 
summed up in six words... to 
produce, process and distribute 
FOOD. With more than 540,000 
farms and more Victory Gardens 
than any other comparable area, 
“Lincoln Land” folks smashed 
all food production records in 
1943, aim to smash that record 
again in 1944, 


This FOOD task-force is work- 
ing with the same tenacity, the 


same conquering spirit as our 
fighting forces. And with the 
same Victory purposes. 


A Community of Millions 


“Lincoln Land” is truly the 
heart-beat of this nation, a com- 
munity of millions—real folks— 
keen and practical. They earn 
each year more than one-eighth 
of the spendable income of the 
entire nation. 


For 103 years Prairie Farmer has 
been their friend, guide and con- 
fidant; for two decades WLS has 
been their favorite radio station, 
because these mediums talk their 
language, think as they think, 
help them to live better and be 
happier. This great team of farm 
publication and radio station is 
a direct line of communication to 
the hearts as well as the minds 
of the people of “Lincoln Land.” 
More and more, advertisers are 
finding that there is no better 
way to sell these “Lincoln Land” 
folks than Prairie Farmer and 
WLS—together. 
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Straight talk to ‘‘Lincoln Land’’ folks 


Many advertisers have learned how eagerly the It’s no trick to capture this market—if you are 
folks of “Lincoln Land” respond and buy, once straight-forward, genuine and practical in the 
they are convinced that a product is worth while. way you present your products. We will gladly 
And they have found in WLS and Prairie Farmer cooperate with you or your advertising agency 
in making plans to use this “advertising team.” 


the means of winning that confidence. 


“LINCOLN LAND” 
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Research Is Vital 
to Glass Makers, 
Trumbull Declares 


Chicago, March 1.— Research 
has been the most vital factor in 
bringing the glass industry to its 
present high peak, Howard A. 
Trumbull, manager of the mer- 
chandising division of Owens-Illi- 
nois Glass Company, told the Chi- 
cago chapter of the American 
Marketing Association last night. 

Owens-Illinois, he said, started 
its own cohsumer research activi- 
ties in 1939, because it found that 
the consumer reaction to packages 
was the most important single in- 
fluence on the sale of packaged 
merchandise. The glass container 
manufacturer set up a consumer 
panel called the Home Makers 
Guild of America, and _ started 
compiling facts on two important 
questions: (1) do women prefer 
glass to other kinds of packaging, 
and (2) what sizes and shapes do 
they prefer? 

As an illustration, Mr. Trumbull 
cited the test of consumer prefer- 
ence for a glass-packed table syrup 
or a tin-packaged variety. The 
panel was asked whether the 
product would be placed on the 
table in its original package. Of 
the women questioned, 15.4% said 
they would use the tin-packed 
syrup on the table, whereas 84.1% 
would put the glass-packed syrup 
on the table. One important result 
of this study, he added, was that 
a leading syrup manufacturer 
closed down his plant to convert 
to bottle packaging. 


Adopts Shorter Bottle 


Investigating possible types of 
bottles for catsup, Owens-Illinois 
approached a large group of 
wholesalers who packed their own 
brands and suggested a new type 
of bottle. In spite of weight ad- 
vantages, which saved freight 
costs, wholesalers refused to accept 
the new bottle, believing that a 


meh 


MILLION 


DOLLARS 


EVERY WEEK | 


During the year 1943 New Bed- 
ford'’s major industries paid off at 
the rate of better than one million 
dollars each week—broken down as 
follows— 


TEXTILE $25,767,423.23 
DIVERSIFIED 

INDUSTRY  $27,108,566.51 
TOTAL $52,875,989.74 


These figures do not include retail 
payrolls or other smaller firms, nor 
do they include fishing industry 
wages. 


NEW BEDFORD 


MASSACHUSETTS 


Probably in the back of your minds you 
have p a. s associated the name of 
NEW BEDFORD with TEXTILES. That 
was true once—but not now. In order 
to catal us properly we should be 
ebdioes’ y associated with — ELEC- 
ONICS: we have two of the nation's 

lr est capacitor manufacturers. FISH- 
ING: pin value of catch at piers over 
DIVERSIFIED MANUFAC. 

$500 00 besides a dozen large cotton 
mills we have such famous names as 
Revere Copper, Acushnet Process, Fire- 
stone, Fisk fo''s Rubber), Morse Twist 
hodes Eyelet, 


Drill, Conttoontel Screw, 
Goodyear, Stokely, etc. 


PLUS THE RESORT AND CRANBERRY 
INDUSTRIES. 


Santis 


Sunday 
Rep by Gilman. Nicoll & Ruthman 


taller bottle appeared to contain 
more of the product and would 
have more consumer appeal. The 
homemakers’ panel, however, re- 
vealed that 87.5% of the women 
believed the new bottle contained 
the same amount of catsup. 


Placed in Competitive Spot 


“Competition of other companies 
forced us to make a lot of ‘cheater’ 
shapes,” Mr. Trumbull said. “One 
of the most notable examples was 
in the extract business.” 
Owens-Illinois sells nothing 
direct to consumers except its 


nursing bottles, but made good use 
of the consumer panel in this case, 
Mr. Trumbull said. The company 
had developed a bottle which was 
thoroughly tested by two labora- 
tories, with the labels all prepared, 
advertising ready and the entire 
merchandising program ready to 
launch. Then, of a 50-woman 
panel, five women reported to the 
startled officials that the bottle 
leaked. Confidence of the panel in 
the company was demonstrated by 
the fact that mothers fed their 
babies unlabeled food for a six- 
week period, in a survey to deter- 


mine the most acceptable bottle 
size. 

The company not only produces 
a complete line of containers but 
has become a large manufacturer 
of corrugated board, he pointed 
out. This field was developed be- 
cause Owens-Illinois ships all its 
stock to manufacturers in cartons, 
which are used in reshipping after 
the containers have been filled. 


Moore Named Manager 
William I. Moore has been 

named secretary and general man- 

ager of Station WBNX, New York. 
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Appoints Maxon 


All six of the 1944 advertising 
campaigns of the Weatherhead 
Company, Cleveland, O., will be 
placed through Maxon, Inc. Pup- 
lication advertising, which here- 
tofore had been placed through 
two agencies, embraces 66 maga- 
zines in the general and business 
paper fields and 17 newspapers in 
15 metropolitan centers through- 
out the country. Hill & Knowlton, 
Cleveland and New York, has been 
named publicity and public rela- 
tions counsel for Weatherhead. 
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Extensive Growth 
of Latin America 


Market Forecast 


New York, Feb. 29.— Latin 
America may skip the iron and 
railroad age and jump directly 
into the plastic and air age, and as 
far as advertising is concerned 
Americans “must stop thinking of 
themselves as superior and be 
prepared for a progressive and 
intelligent market,” Hector Lazo, 


formerly chief of the Office of Ex- 
ports, told the Export Advertising 
Association here last week. 


Mr. Lazo, now an executive 
with Loose-Wiles Biscuit Com- 
pany after more than a year in 
government service, said Latin 
America is an awakening market 
of 120,000,000 people. If an esti- 
mated $75,000,000,000 worth of 
goods can be sold in the U. S. 
annually, he said, $5,000,000,000 
worth of goods can certainly be 
sold in Latin America—although 
not one-fifth of this amount was 
sold in the best prewar year. 


Competition will be intense, he 
declared, pointing out that only 
30% of Latin American prewar 
imports came from the United 
States. Britain, France, Germany, 
Japan and Spain must be recog- 
nized as formidable competitors, 
and U. S. advertising copy must 
not only compete with other 
American companies, but also the 
copy and products of other na- 
tions. 


Type of Copy Stressed 


Stressing the importance of the 
type of copy used, Mr. Lazo em- 


ae 


phasized that advertising should 
be leveled at growing industrial 
nations rather than “primitive” 
nations that required all of their 
manufactured: goods to be im- 
ported, as so many large manu- 
facturers believe. 

To prove the fallacy of the belief 
that population makes purchasing 
power, he pointed out that Bo- 
livia’s population is about the 
same as Chicago, yet retail sales 
in Chicago are 31 times greater 
than the total national income of 
Bolivia. 

“Advertising in Latin America 


must be figured intelligently on 
the basis of purchasing power and 
not population,” he emphasized, 
adding: “If you want a contrast 
in Latin America, think of Cuba 
and Bolivia; Cuba buys tens of 
millions of dollars’ worth of goods 
as contrasted with $6,000,000 worth 
that Bolivia imported from the 
U. S. in the greatest prewar year.” 

Contradicting the belief that 
Latin America is backward, Mr. 
Lazo said many sections may skip 
the iron and railroad age and 
jump directly into the plastic and 
air age, and as far as advertising 
is concerned, Americans “must 


stop thinking of themselves as 
superior and be prepared for a 
progressive and intelligent mar- 
ket.” 

Calling market research an in- 
dispensable part of any export 
program, Mr. Lazo said a complete 
market analysis of the country 

with which the manufacturer con- 

j templates doing business should be 

made not only for the manufac- 

turer’s own use, but also for the 

use of his South American dealers 

and representatives. In making 

Re N this study, the manufacturer must 

keep in mind what Latin America 

needs and wants, not what he has 

to offer which he cannot sell do- 

‘ mestically at a profit and which 

he would like to dump “below the 
Rio Grande.” 


Horton Named by 
Maritime Commission 


a 
—— — Robert W. Horton, former deputy 
—=< {a _ aaa . director of the OPA in charge of 
—_ This is the time of year when farmers begin to think about fence corners. Those neg- information, has been named to 


lected areas, they know, are fertile soil for brambles; and brambles can spread ruin ee ie ae 


ay information for the Maritime 
to promising crops afield. So, on homesteads throughout the land, the cleansing scythe yy mae ca. on yee 


signed after 31 months of war 
work (AA, Feb. 21). 

Mr. Horton had been loaned by 
the Maritime Commission in 1940 
to the National Defense Advisory 
Committee, and has served with 
the Office of Emergency Manage- 
ment as well as OPA. He returns 
to the Maritime Commission from 
the Department of Interior, where 
he has been director of informa- 


Keath 


those brambled areas of the national mind that today are rank with thorny growths 
of ignorance, and the misunderstanding that sets class against class—creed against 
creed—employee against employer, and vice versa. 


For more than a decade, business has been a special object of destructive criticism 
and attack. By whispered innuendo and brazen mis-statement, enemies of the Amer- 
ican system of free enterprise have labored to make business appear responsible for 
most of the world’s ills. Today, their night-sown tares of disunity and distrust threaten 
to choke not only free enterprise, but all the other wholesome freedoms which have 
joined to make the American way at once the hope and envy of less favored lands. 


| and torch are being readied now for active Spring campaigns. 
. Among business men, too, thought is turning to long-neglected fence corners... to 
a 


ACTIVE 

SALT LAKE 

MARKET 
ae 


Untrained in the ways of its enemies, and engrossed with myriad details of its own 
affairs, business too long has been indifferent to the need for a constant flow of funda- 
mental facts to its employees, customers and casual contacts. The business man too 
often has thought that people generally know all about him—forgetting the steady 
increase among those whose concepts of business are based in large measure on the 
vicious propaganda of its sworn foes. 


We, at Chilton, rejoice in today's renaissance of spirit among business men. In our 
sponsorship of publications which serve many branches of business, we feel a continu- 
ing obligation both to speak out against the enemies of free enterprise and to 
encourage our readers in cleaning up the fence corners of their particular fields. More 
and more business men are "thinking aloud" about the common welfare. The battle 
against brambles at last has been fairly joined. Ignorance and misunderstanding must 
lose their power when business men intelligently explain, in simple, layman's language, 
not only what they do, but why they do it. 


CHILTON COMPANY (INC.) 
Chestnut and 56th Sts., Philadelphia 39, Pa. 
100 East 42nd Street, New York 17, N. Y. 


Chilton sources and influence are world-wide. 
Chilton Company (Inc.) has an equal interest in 
Business Publishers International Corp., publishing 
THE AMERICAN AUTOMOBILE (Overseas Edi- 
tion), EL AUTOMOVIL AMERICANO, IN- 
GENIERIA INTERNACIONAL, Industrial Edition, 
INGENIERIA INTERNACIONAL, Construction 
Edition, and EL FARMACEUTICO. 


URNAL AND EW OF OPTOMETRY je THE JEWELERS’ CIRCULAR-KEYSTONE © AUTOMOTIVE AND AVIATION INDUSTRIES @ MOTOR AGE 
sURANCE It TION 6 THE SPECTATOR PROPERTY INSURANCE REVIEW e OD. & W. . 
S. S. FOX, President 
W. E. WAGSTAFF, Com. Mgr. 
JOHN BLAIR & CO.. 
National Representative 
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You bet, 


there's something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 

offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


NEW YORK OFFICE: 250 Park Ave. CHICAGO'S MORNING TRUTHpaper 


Tue Brannam Company, National Representatives: Atlanta, Charlotte, Chicago, Dallas, 
Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco. 


A Service Men’s Placement Ad- 
visory Board, set up by the Cham- 
ber of Commerce of Birmingham, 
Ala., has been helping returning 
service men secure jobs. 

In letters sent to service men 
and their next of kin since the 
first of the year, the Chamber of 
Commerce has been pointing out 
that while it cannot guarantee to 
any man that it will locate the job 
he wants, it can promise to help 
him by securing an interview with 
the head of the company in which 
he seeks employment. 

The board consists of some 60 
prominent citizens of Jefferson 
County, Ala. One member of the 
board is on duty every afternoon, 
Saturdays and Sundays excepted, 
from 2 until 5 p. m., in the office 
of the Chamber of Commerce to 
interview returning service men 


anxious to relocate themselves in 
the economic life of the com- 
munity. 

Copies of the plan have been 
sent on request to leading citizens 
of 31 cities throughout the coun- 
try. 

e * * 

New proposals looking toward 
the possibility of city, state and 
federal cooperation to aid cities in 
the planning and rebuilding of 
blighted and slum districts will be 
presented at the conference on 
postwar housing and planning to 
be held by the National Commit- 
tee on Housing March 8, 9 and 10 
at the Drake Hotel, Chicago. 


A check-list, “Spadework in 
Postwar Planning,” prepared by 
the Case-Hoyt Corporation, Roch- 
ester, N. Y., creative printer, as a 
service to its customers, enumer- 
ates the facts an advertising man- 
ager ought to have at his finger 


Authority: Media Records 


Whe Cretandt Laguirer 
Carried 2766895 (27:1 %) 
more tines of advertising 
a 1943 Thar any ofher 
‘Lassowed newsoayper 


— _ 


Aad th had the largest 


Gat (15.3%) te Potal linage 
of any local newspaper 


How come? Because advertisers know that 


SOLID CINCINNATI READS The Ci A C ( ni nati 
Enouirer 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 
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tips when he presents his postwar 
plans. The booklet, containing con- 
crete suggestions, is the result of 
the belief of Albert D. Perry, copy 
and plans director of Case-Hoyt, 
and others in the company that 
thousands of words have been 
written about postwar planning, 
but too few of them have applied 
specifically to the part advertising 
and sales promotion must play in 
reconversion. 
co co * 


Attention by a dozen or more 
committees in each house of Con- 
gress to postwar problems indi- 
cates a growing recognition of the 
desirability of an early determi- 
nation of policies, according to the 
“Washington Review.” However, 
it points out, so many committees 
are dealing with the question of 
reconversion of industry from war 
to peace as to be a major cause of 
delay in the enactment of legis- 
lation. 

“Each house now has a special 
committee for consideration of 
postwar problems,” it said. “Spe- 
cial committees on small business 
in the two branches are turning 
their attention increasingly to 
probable future trends. Special 
war investigating committees and 
subcommittees in both the Senate 
and the House are dealing with 
postwar matters as well as with 
those of a more immediate nature. 
Revenue-raising and appropriating 
committees in the two branches 
are giving consideration to post- 
war issues in the midst of action 
on war taxes and current supply 
bills. In each branch three or 
more committees have been con- 
cerned with the welfare of service 
men after the war. : ; 

“The conflict in jurisdiction in 
each house over bills relating to 
termination of war contracts and 
disposition of surplus property,” 
the review continues, “has reached 
a stage to require action by the 
leaders toward a common pro- 
gram.” 


Hunt Specialists 
for OWI War Jobs 


A special committee representing 
newspapers, advertisers and radio, 
including the War Advertising 
Council and the AFA, set out last 
week to recruit 450 specialists 
urgently needed for service at 
home and abroad with OWI in 
connection with the invasion of 
Europe. Most of the group will 
go overseas within a few weeks, 
the committee said. } 

Listing as attributes of the job 
“poor living conditions and long 
hours,” the group seeks 100 news- 
men, 60 radio engineers, 30 expe- 
rienced announcers, script writers, 
producers, 50 publication writers, 
artists, layout men and printing 
experts, and other specialists. 
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400,000 “Closed-Shoppers, tooled up and ready 


Ss" the father-and-son act above? Brother, it’s 
no act. Both are so absorbed in what they're 
doing that when Ma calls them to bed they don’t 
even hear her. We book over 400,000 acts like 
this, every month in 1944, in the pages of 
Mechanix Illustrated. 


Advertising Director 
Fawcett Pvustications, Inc. 


I thousands of towns throughout America, you 
will find closed shops like the one you see 
above. Each with its own private nightshift. And 
they don’t keep union hours. 


Aside from the work they themselves do with 
their own four hands, these Neighborhood Night- 
shift addicts wield an influence on the life of 
their community which works for you and your 
product 24 hours a day. 


For with new home equipment unobtainable, and 
replacement parts almost worth their weight in 
gold, these neighborhood Fixits can work won- 
ders on your wife’s washing machine or stopped- 
up sink, with a screwdriver or 2 feet of wire. 
They know—yes, know—what is obtainable now ; 
and they’re only too happy to tell the whole neigh- 
borhood about the amazing postwar wonders that 
will be on the market, once the shooting is over. 


Gee Se 


for the Postwar World of Tomorrow 


FAMOUS HOME TINKERERS 


HOWARD KORMAN, Manager, Merchandising 
and Sales Promotion, McCann-Erickson, Inc. 


Between jobs of giving birth to merchandising plans for 
the firm’s nationally-known clients, McCann-Erickson’s 

oward Korman relaxes by doing all 
his own home repairs from fixing his 
wife’s curling iron to redecorating 
every room in the house. Howard likes 
to do big things—like stonewall build- 
ing, gates, putting in new plumbing. 

ach new issue of Wechenix Illustrated 
starts him off tearing the house apart. 
Howard holds no union card but could 
—_ for one in electricity, steam- 
tting, paperhanging or painting — and 
stone masonry. 


_ 


They are your best salesmen, for whatever you 
can sell now, or will sell later on. 


As “circulation,” they are in a class by them- 
selves. They are the 400,000-plus who read, from 
cover-to-cover, Mechanix Illustrated. 

* * * 


For correspondence schools, patent attorneys, 
tool and gadget manufacturers, and for national 
advertisers in all classifications of consumer 
goods— Mechanix Illustrated presents a remark- 
able advertising buy. Study these facts: 


Mechanix Illustrated has the largest newsstand 
circulation in its field in America. 97.5% demand 
newsstand sales, as against less than 50% news- 
stand averaged by the other 2 in our field. Three 


. 


a 
\ oper 


years ago we averaged 170,000 circulation at 10¢. 
Our delivered average for 1943 was better than 
400,000 per month, at 15¢. In the first six months 
of 1943 alone, we gained 47.7% circulation, 
against 9% and 2% for the other 2 in our field. In 
the same period we pulled 936 primary readers 
per advertising dollar as against 839 and 776 for 
the other 2 in our field. 


And listen: The vast majority of our advertisers 
tried us on a test basis—and stayed. Try us your- 
self in 1944, Base your judgment on results and 
results alone. We will be content to stand or fall 
on how we can pull those coupons in, 


One of the Great Family of Fawcett Magazines 


FAWCETT PUBLICATIONS INCORPORATED 
NEW YORK 18: 1501 Broadway...Longacre 3-2800 
CHICAGO 1: 360 N. Michigan Avenue... Central 5750 


LOS ANGELEG.........Bdward S. Townsend Co. 
SAN FRANCISCO.....Edward S. Townsend Co. 
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Advertising Age, March 6, 1944 Ac 
away on the agency’s records up in|ment before the 5th War Loan|sive campaign to stamp out the de! 
a little-known garret on the eighth| drive gets under way this spring.| black market in critical chemicals, the 
floor of the Commerce Depart- * * #* particularly = and — Ss } an 
ment, where not even an elevator : ; in-|FTC got results in at least one the 
runs. Then, perhaps, stirred by Dg nl 1908 1 81-050 — case, when its investigators found goi 
Washington’s renewed activities,|qoyble the 1935-39 average ac-|one Detroit concern openly adver- 
she chucked it all aside, and cording to Corrie Cloyes of the|ing “that it was devoting its en- ( 
NRA’s last employe, following in Department of Commerce. In ad- tire allotment of materials to auto chi 
k the glorious tradition of Gen.|qgition. more than a third of| body finishes,” an end use not Fo 
By STANLEY E. COHEN, Washington Editor Johnson, resigned and joined the! American families have incomes| Classified as essential. ati 
: Wacs. f than $3,000 a year now * * & pr¢ 
ise Expe otential breeders of cartels and ae of more 1 99, MA Ww, pr 
seerchemdise » ante asia’ interests, have performed compared with only 10% during! pecentralization: Surplus Prop- = 
to Aid U. S. Distribution magnificently in the war, enabling} Bust: Fate finally caught up|1935-39. Paper: New orders from|erty Administrator Will Clayton the 
Washington, D. C., March 1.|the government to write limitation|With_ Eugene Garey, counsel for|the Bureau of =~ Budget and i will have to decide what to do with ot 
—Industry advisory committees,|anq pricing orders which will most | the Cox committee, which has had| War Production Drive have netted/the steel plants the government eal 
those informal instruments of gov-| effectively promote production,|$110,000 of taxpayer money to|74,000 tons of waste paper from|ha; built during the war. Here is the 
ernment which have enabled|and at the same time prevent un-|Spend on an investigation of the|the War and Navy Departments,|, cample of the trouble he will for 
American industry to bring its|necessary hardships. Even Ber-|FCC. After nearly nine months, Government Printing Office and have, said Rep. Thomas Ford of de 
best brains to WPB to plan pro-|nard M. Baruch, their most ardent|Cox and Garey have resigned; at|Treasury. Worth $1,200,000 in| California recently in a sharp de- ales 
duction of war materials, are ap-|champion, recognizes the poten-|least $70,000 has been spent; not|cash to the government, the sal-|pate with Michigan’s Jesse Wol- prc 
parently going to help in the or-|tial dangers of such groups, how-|@ word of FCC. Testimony has vaged ee ae wd "as to} cott: ial 
derly distribution of surplus con-|eyer, and in suggesting their use|been taken; committee members|the war effort. 000 — ye “Speaking of a managed econ- fur 
sumer goods released by the|quring reconversion warns: “The|have slugged it out verbally on|cans spent $6,000, ge for al-| omy, as long as I can remember the she 
armed forces, as well as the de-| committees should be representa-| the floor. pe ge pet in “~~ a — Me economy of the Pacific Coast was 
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emocracy. interests and of all parts of the : : , ~|gard to steel. est of the Rocky 
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strument to advise on the many/|and care must be taken to prevent the Superintendent of Documents sential to the making of steel; and Col 
problems of industrial demobiliza-| the abuse of the privileges and re- . nines we have some plants there now pul 
tion,” the committees have already | sponsibilities placed on them.” 2d ite Bad Ad: A list of 700 paint|out in Utah and California. Prior bee 
been ordered by WPB to consider * 2 6 Prediction: Advertising men will | manufacturers was turned over to|to this development the steel cor- the 
the problems of reconversion. Now be called to Washington for a con-| the FTC for investigation recently|poration had managed the steel the 
John L. Sullivan, Under Secretary} In: John E. Fetzer, owner of! ference with the Treasury Depart-|as WPB embarked on an aggres-|economy of the United States by anc 
of the Treasury, says a whole new|KLZO, Kalamazoo, Mich., as a 


set of committees, made up of 
merchandising specialists, will be 
formed to assist the Treasury pro- 
curement division in efficient han- 
dling of the sales of surplus goods. 

Mr. Sullivan has not made clear 
whether the Treasury will draw 
on existing committees for its ad- 
visers. If it does, it will find that 
4,000 experienced manufacturers, 
wholesalers, retailers, and service 
trades people are listed in 330 OPA 
industry advisory groups, he will 
find another 8,000 on WPB’s 750 
committees, and probably another 
thousand on the 90 food industry 
groups serving with the War Food 
Administration. 

Industry advisory committees, 
although sometimes criticized as 


censor for the radio, to succeed J. 
H. Ryan, former general manager 
of Fort Industry Company, who 
will become president of NAB. 
Out: William Spire, of McCann- 
Erickson, as deputy chief of the 
OWI radio bureau, because of ill 
health. 
oo ok * 

’ Glorious ending: Most people 
thought that the flamboyant NRA 
went out of existence shortly after 
some New Jersey sick chickens 
won a Supreme Court decision 
over Gen. Hugh Johnson’s Blue 
Eagle nearly a decade ago, but as 
a matter of fact NRA has had a 
“staff” until quite recently. 

Until shortly before Christmas, 
1943, a lone woman clerk slaved 
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Business seeks through postwar planning to prevent serious depressi¢ 
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at home, just as Government puts its international fences in order 


avoid chaos following sudden military successes. And paper will pli 


a large part in this postwar economy! Peace will end the manpow' 
shortage that causes today’s shortage of pulpwood and paper. Paj 
then will resume its full time job of building business, minds, heal 


and future...and will offer many new services and products develope 


during the war. Like our service men, paper will discard 


~ fighting togs and get back to constructive civilian pursuits. 
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THE CHAMPION PAPER AND FIBRE CO., Hamilto! hi 


MILLS AT HAMILTON, OHIO. .. CANTON, N. C. ... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope ¥% / 
Tablet Writing and Papeteries. . . 2,000,000 Pounds a Day i 


co. 
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denving these particular districts 
the right to make their own steel; 
and we have these steel plants 
there now and, by God, we are 
going to hold. them.” 


Corner grocers will get a mer- 
chandising award from the War 
Food Administration for cooper- 
ating in the “No Point-Low Point” 
promotion program sponsored 
jointly by WFA and OPA... . The 
new personnel affairs division of 
the Army will form a voluntary 
women’s committee composed of 
relatives of service men to visit 
the homes of service men, arrange 
for medical care, hospitalization, 
clerical assistance, day nurseries 
and aid in solving special personal 
problems. A similar group, open 
only to officers’ wives, has been 
functioning in the air forces since 
shortly after Pearl Harbor. 


Mayer Joins NAIA 


John Gregory Mayer, formerly 
deputy director of the Maryland 
Council of Defense, in charge of 
publicity and public relations, has 
been named to direct publicity for 
the public relations program of 
the National Association of Insur- 
ance Agents, New York. 


Ceiling Prices 
for Used Cars 


Believed Near 


Washington, D. C., March 1.— 
Actual issuance of OPA ceiling 
prices on the sale of used cars 
seemed nearer this week than at 
any time in the 16 months the 
regulations have been under con- 
sideration, although other govern- 
ment agencies and dealer organi- 
zations continued cool toward any 
effort to control the sales of used 
models. 

With the nation’s new car pool 
nearly exhausted, and the prices 
of used cars spiraling upward, 
OPA officials were described as 
convinced that an effort should be 
made to peg prices, possibly at the 
iey that prevailed in January, 

Officials of the National Auto- 
mobile Dealers Association, which 
has opposed a ceiling on used cars, 
said they would continue their op- 
position until a workable system 
of regulating sales could be de- 
vised. 

NADA officials charged that the 
proposed regulation for used cars 


would merely result in a wide- 
spread black market in automobile 
sales with regular dealers frozen 
out of the transaction. 

Dealers reported that an active 
black market in the sale of trucks 
has developed as a result of OPA 
and ODT regulations currently 
governing transfer of these ve- 
hicles. Since OPA ceilings are un- 
satisfactory to sellers, it is said 
the transactions take place pri- 
vately, with premium prices paid. 

The OPA ceiling on used cars, 
presumably would fix dollars and 
cents prices on each make and 
model, based on the average retail 
sale price reported in guide books. 
Three separate schedules would be 
provided to allow for transporta- 
tion differentials in the original 
sale price of the vehicle. 

Officials of ODT were described 
as uncertain in their opinions on 
price ceilings for used cars, many 
feeling that the cars were more 
likely to move toward transporta- 
tion shortage areas if prices were 
permitted to rise. ODT advocates 
of laissez faire on used car prices 
asserted that it was more impor- 
tant to beat transportation prob- 
lems than to control a single item 
in the price system. 


Display Contest to 
Mark Baseball Week 


The Sporting Goods Dealer will 
sponsor window display and news- 
paper contests for sporting goods 
dealers in connection with the 
observance of National Baseball 
Week, April 1-8. 

Dealers may enter the contests 
by simply including the words, 
“National Baseball Week,” in 
either their displays or advertise- 
ments and then sending photo- 
graphs or tearsheets to the maga- 
zine, Tenth & Olive Sts., St. Louis 
1, Mo. 


Plans Spring Drive 

On the heels of its present small- 
copy Kraft system campaign that 
will wind up about the middle of 
April, General Tire & Rubber 
Company, Akron, O., will launch 
a newspaper drive. Outdoor post- 
ers and magazines, with copy 
using the same semi-humorous 
theme as has been employed in 
the past several years, and a Sun- 
day afternoon radio program over 
the Yankee Network will round 
out the 1944 campaign. The Cleve- 
land office of D’Arcy Advertising 
Company directs the account. 
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Vast postwar 


Hotel Market 
actually starting 
fo buy now 


BME SOME WAR RESTRICTIONS ARE 
ALREADY LIFTED. APRIL “BUYER'S 
DIRECTORY” ISSUE OF HOTEL MANAGE- 
MENT GIVES HARD-PRESSED HOTEL MEN 
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ONLY UP-TO-DATE AND COMPLETE 
REPLACEMENT-BUYING GUIDE 


Just look what 9,000-plus im- 
portant hotels need! They can 
start replacing some of this 
depleted equipment today. 


"te > 
ys ° 


expect to build new = intend to moke the fol- 

edditions, store fronts, erect, lowing interior decoretive 

new signs, install insuloti imp Point, ley com- 

end remodel public rooms. | position flooring; buy new 

ond washrooms. furniture, corpets, upholster- 
ing ond drapes. 


ie 


=~ will re-equip the fol- 
lowing departments with new 
and improved functional 
equipment: Loundries, kitch- 
ens, dining rooms, offices, 
ond, in some coses, woter 
soltener systems. 


+ will renew their heavy 
mechonicol equipment as 
ws: Heating and plumb- 

ing, power plants ond retrig- 
eration, elevators, air condi- 


tioning, sound proofing. 


ERE is advance news jabout the great 

American mass-consumer market— 
9 ,000-plus important hotels from coast to 
coast who are in the market for everything 
and are now able to buy some equipment. 


You know what hotel men have been up 
against. Even in peacetime, they bought 
an important chunk of all consumer goods 
sold in America. Today their need is tre- 
mendous. Despite the greatest business in 
their history—despite unprecedented 
wear-and-tear on every item of plant and 
equipment—despite their eagerness to 
spend many millions on replacement and 
renovation alone—war restrictions have 
kept them out of the market. 


They can start buying some things to- 
day. iBut many of them, harassed and 
rushed, are not yet aware of this. The 
April ‘“‘Buyer’s Directory” issue of Hotel 
Management will let them know. And if 
your products are not represented in this 
issue—for immediate and postwar selling 
—you are likely to miss the boat. 


Get your copy in. Talk to these men in 
their own special hotel-business magazine— 
which they read regularly for profit-making 
ideas. Talk to them in this big annual 
buying reference—most important tothem 
ever published. March 25 is the deadline. 
Meet it—and get your space reservation 
in now. 


AHRENS PUBLICATIONS 


HOTEL MANAGEMENT 


ANNUAL BUYER'S DIRECTORY 
RESTAURANT MANAGEMENT 
HOTEL WORLD-REVIEW 


71 Vanderbilt Avenue, New York 17, N. Y. 
333 North Michigan Avenue, Chicago 1, Ill. 


Representatives: Blanchard-Nichols-Osborn, 
805 C & S National Bank Bldg., Atlanta 3, 
Ga.; Blanchard-Nichols, 100 Bush St., San 
Francisco 4, Calif.; Blanchard-Nichols, 448 
South Hill St., Los Angeles 13, Calif. 
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Roche Heads Group 


M. F. Roche, vice-president and 
general manager of the Tension 
Envelope Corporation, New York, 
has been named president of the 
New York Envelope Manufactur- 
ers Association. 


Bank Names Hamilton 


Using newspapers and other 
media to commemorate its 125th 
anniversary next month, the Bank 
for Savings, New York, has named 
William Irving Hamilton, Inc., to 
ij handle its advertising. 


THE BASIC MEDIUI 


TRANSPORTATION 


URBAN MINNESOTA 
COVERAGE 


MURRAY & MA 


7 . oe 
STREET CAR & BUS ADVERTISING * MINNEAPOLIS, MINN. ‘ 
* DULUTH «+ 


MINNO APOLIS © ST. PAUL 


245,000,000 


RIDERS IN 1943 
TWIN CITIES 
TWIN PORTS 


LONE 
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Gimbel's Plans 
Tribute to 
U. S. Fashions 


Philadelphia, March 1.—Gimbel 
Bros. will soon launch a new kind 
of long range promotion, an an- 
nual spring event to be called the 
“Assembly of Famous Fashions,” 
the theme of which will be a 
tribute to brand names in the 
U. S. fashion field. 

This is a new approach to 
fashion merchandising “and the 
only logical American one,” in the 
opinion of Arthur C. Kaufmann, 
executive head of Gimbel Bros. in 
Philadelphia and president of the 
Philadelphia Retail Merchants As- 
sociation. He has long been a pio- 
neer in the promotion of American 
labels in fashions. 

Much of the color and drama in 
the special windows, newspaper 
and magazine advertising, displays 
and public events scheduled for 
the Assembly’ week, _ starting 
March 12, will be derived from the 
fact that Gimbel buyers have been 
scouting all over the country for 
the best in branded fashion mer- 
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The classified departments 
Booth Michigan Newspapers are civic 
trading posts, all of which now have a 


distinctly patriotic purpose 


tising of needed articles and services. 
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of the eight 


in the adver- 


The great wartime use of these classi- 


fied departments testifies 


established acceptance and effectiveness 
of the advertising columns of Booth 


Newspapers. 


When in need, one turns to his friends. 


to the long- 


van 
ee) B 
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ence more pronounced than ever. 


Over periods ranging up to 100 years, 
Booth Michigan Newspapers have pro- 
vided outstanding newspaper service in 
eight important Michigan markets. 


In news gathering, editing, mechanical 
excellence and territory coverage even 
under wartime difficulties, Booth News- 


papers are today protecting those basic 


Confidence gained over many years has 


made each Booth Newspaper a staunch 
family friend throughout its community. 
Today, with wartime scarcity of goods 
and services, finds this sense of depend- 


values so important to all advertisers. 


@® For Further Facts, call Dan A. Car- 
roll, 110 East 42nd Street, New York City 
17, New York; or John E. Lutz, 435 North 
Michigan Avenue, Chicago 11, Illinois 


BOOTH 7zchigan NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 


JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


chandise. Branded fashions of 43 
individuals and manufacturers will 
be featured. 

To promote branded fashions, 
Gimbel’s is using its first national 
advertising, a full page in the 
March Harper’s Bazaar, placed by 
Abbott Kimball Company, New 
York. 

Several hundred fashion manu- 
facturers from all parts of the 
country will join leaders of busi- 
ness, government, and advertising 
circles as guests of the store at 
a huge dinner which will inaugu- 
rate the week’s events. 


McCandlish Awards 
Deadline Is Set 


Deadline for entries in the Mc- 
Candlish Awards for 1944, spon- 
sored by the McCandlish Litho- 
graph Corporation, Philadelphia, 
has been set for April 20. The 
annual 24-sheet poster design con- 
test is open to any American artist 
or art student. Prizes totaling 
$1,000 in war bonds will be 
awarded, with first place winning 
$500; second place, $300; third 
place, $150; and fourth place, $50. 
The entries will be exhibited for 
two weeks, starting April 24, in 
the Philadelphia Museum School 
of Industrial Art, where the judg- 
ing will take place shortly after 
the close of the contest. A folder 
combining an invitation to com- 
pete and full data concerning the 
contest may be secured from the 
company. 


Cowden Promoted 


Ray J. Cowden has been named 
sales manager of Lycoming Divi- 
sion of the Aviation Corporation, 
Williamsport, Pa., maker of air- 
craft engines. For the past two 
years contract and service engi- 
neer for American Propeller Cor- 
poration, Toledo, O., a subsidiary 
of Aviation Corporation, Mr. Cow- 
den previously was assistant sales 
manager of Lycoming, with which 
he has been associated since 1927. 
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Eastern Wine 
Asks Injunction 
Against Schenley 


Wilmington, Del., Feb. 29.—A 
bill of complaint in a suit charg- 
ing trademark infringement and 
unfair competition was filed on 
behalf of Eastern Wine Corpora- 
tion of New York against Schen- 
ley Distillers Corporation in the 
U. S. district court here. 

The plaintiff is the successor to 
Jacob A. Greenberg of New York 
City, trading under the name of 
Eastern Wine & Champagne Dis- 
tributors and using the latter’s 
trademark, “Casa Blanca,’ first 
used in 1933. It charges that in 
January, 1941, Schenley, “know- 
ing the plaintiff’s prior and exclu- 


sive rights in and to the trade-. 


mark, ‘Casa Blanca’ began the use 
of a trademark ‘Cresta-Blanca’ 
with the intent of creating confu- 
sion.” It is also alleged that the 
defendant adopted a_ trademark 
which was “imitatively and decep- 
tively similar to the plaintiff's.” 

Preliminary and permanent in- 
junctions are sought by Eastern 
Wine Corporation and it also asks 
for an accounting of profits made 
by the defendant’s alleged in- 
fringement and triple damages, 
with costs to be assessed against 
Schenley. 


Joins Ideal Group 


Ben S. Lochridge, formerly with 
Columbia Broadcasting System, 
has joined the Chicago sales staff 
of the Ideal Women’s Group mag- 
azines. He was- previously west- 
ern manager of Young America, 


Appoints Varnall 


J. D. Varnall has been named 
advertising manager of John La- 
batt Ltd., London, Ont., succeeding 
Gordon Jack, who is acting as per- 
sonnel manager. 


west. 


you buy 


KOMA 


OKLAHOMA CITY 


Way West, in fact—Jones Scovern, Free & 
Peters representative—a New Yorker now, 
used to travel the wide spaces of the South- 


He has the buying habits and the 
buying power of this section down pat. 


That's mighty important since Oklahoma 
has grown to such a husky market for radio 
sales. Contact Scovern for facts and figures 
on this rip-roarin' radio state where you 
corral the business of all Oklahoma when 


“KTU 


TULSA 


Both 5000 Watts........CBS 
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Do 


war ads 
get 
good reading? 


We SO MANY ads being published on war 
themes, it is natural to wonder if people 
aren't becoming less interested in reading them. 


Readership studies, however, show that ex- 
actly the contrary is true. Interest in the war as 


that did good war jobs. 


In the opinion of the Government agencies 
involved, these ads carried messages helpful to 
the winning of the war, messages of the kind 
that are wanted and needed today. 


The ads also did outstanding jobs in : ttract- 


Corporation, by Young & Rubicam, New 
York. 


This information about the reading of war ad- 
vertisements may encourage additional adver- 
tisers to run messages promoting the country’s 
war effort. We hope that it will. 


It may also serve to prevent a “letting up” 


New York + Chicago + Detroit + San Francisco 
Hollywood + Montreal + Toronto 


> @ subject is increasing, not decreasing. In gen- ing readers. Each was one of the best read on the part of those now engaged in advertis- : 
5 eral, ads devoted to the war effort are beingread advertisements in the publication in which it _ ing of this kind. We hope it will do that, too. % 

more today than a year ago, particularly by appeared. — ys 

women. 1. Prepared for The Prudential Insurance If you would like to have full-size proofs of the 

¢ Naturally, the success of any individual ad- Company of America, by Benton & Bowles, advertisements reproduced above, you may obtain 

Vertisement in gaining readers depends greatly New York. them by writing the agencies who prepared the ads. 

on how its message is presented. This is true of 2. Prepared for The Chesebrough Mfg. Co., ; 

War ads as it is of all ads. But it is also true that ” 3 Pi — en ae aa, 

, ° . . Frepare or e imken olier bearin 
ee * papi a with two strikes Gane by Zimmer- Keller, Inc., auak. Young & Rubicam, Inc. 
; 4. Prepared for Owens-Corning Fiberglas ADVERTISING 

a Reproduced above are four advertisements 
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7 Advertising Age, March 6, 1944 


sam Sportswear Company, Everett,| general publications to be em- : molybdenum products and medical 
— = been | Mass. Business papers and news-| ployed within the next six months. Schedules Drive poe 8 fmggg He —_ a a the 
nafhed to handle the accounts of| Papers in larger trading areas are| Business papers, plus direct mail, On X-Ray Products a oe Se ae 


: ican Philips is on 100% war pro. } 
White Research, Boston, and Ro-| being used by the former, with! are used by the latter company. duction, the company "i looking 


For Industry forward to a tremendous postwas 


market for its products. 
New York, March 2.—A nation-| North American Philips Com- 


: — : wide institutional advertising pro-| pany brings to the war effort much 
, A : gram will be launched soon by the|of the experience gained by 
ne North American Philips Company,| Philips Holland which, in half a 
. i manufacturer of medical and in-| century of research and develop- 
a a dustrial X-ray units, according to|ment in the electrical field, has / 


Harry E. Fry, advertising manager. | won world-wide recognition for its 


é Using one and two-page adver-| contribution to lighting, television, 
SMe | tisements in technical publications| X-ray and other electronic devel- 

of leading industries in the elec-|9Pments. It was incorporated in 

: tronics and engineering fields, the| January, 1942, under Delaware 

; campaign is scheduled to continue| laws and its three plants are now 


throughout 1944. producing quartz crystals, elec. 


@ Searchray, a product of the| tronic tubes, communication de- 
r Norelco division of North Ameri-| Vices, molybdenum and tungsten 
aie can Philips, will be featured in the rod and wire and X-ray apparatus 
3 campaign as a shockproof and ray-| 2nd tubes for the armed forces, 
J proof portable X-ray unit for in- Dr. Ora Stanley Duffendack, for- 


dustrial use. A spread captioned|™erly in the physics department 
“See things you never saw before” | Of the University of Michigan, was 
describes the unit’s efficiency in|@Pppointed director of research 
the examination of metals, plastics} March 1. 
and die castings without a destruc-| __ The original Philips Company in 
tive breakdown inspection. Holland was founded in 1891 by 
The Elmet and Metalix divisions,| Dr. A. F. Philips, who is now in 
which manufacture tungsten and| this country. In prewar years the 
_ |factory at Eindhoven covered 78 


acres and employed 20,000 people, 
about--* The scientific laboratories em- 
V4 ployed a staff of more than 1,000 
and covered nearly four acres, 
albing about..- Today the factories in England 
employ approximately 20,000 
workers. Philips factories are also 
located in Australia, Egypt and 
New Zealand. you 
Executives of the Philips Com- 
pany in Holland managed to 
escape after the Nazi invasion and, 
with the assistance of American in 
collaborators, were able to set up § 
plants here, since then expanding yeat 
production to the extent that the 
war effort has been greatly bene- ‘j 
fited by Philips products. { 
Erwin, Wasey & Co. handles the Sou 
account. 


people are t 


People are tal Ng about 


saleienctateiatinins Doc 
Booklet Tells How pors 
to Use Color in Dress gto 


Designed to stimulate consumer 
interest in children’s fashions, a | POS 
profusely illustrated booklet, “How d 
to Flatter Your Child with Color,” |°™ 
is being distributed to department 
stores by Parents’ Magazine, New 
York. Back cover of the booklet 
is blank to allow for individual pen 
store imprint. 

The booklet tells which colors | the 
are most becoming to children of 
nine basic complexion and _ hair 
coloring types, the information 
being based on a simplified chart the: 
that divides all colors into warm, 
cool or neutral families. Stores s The 
distributing the booklet will also f | 
receive full color blow-ups of the | time 
March Parents’ Magazine front 
cover which features a litle girl } we! 
in a lilac colored coat with jonquil 
yellow accessories—one of the 
leading color themes for this 
spring. beli 


1. LIEUT. TOM HARMON former 
All-American star now in the Army Air 
Corps in China, shows how grid training 
prepares a man for air warfare. 

2. ABE SIMON contender for the 
heavyweight championship, warns 
against jarring and hard punches as 
fatal to a fighter’s brain. 

3. BEN HOGAN number one money- 
winner among golf Pros, says that any- 
one can learn golf by ‘‘feel”—and he 
demonstrates how it’s done. 

4. WHITLOW WYATT pitcher for 
the Dodgers, gives the lowdown on 
“beaning,” outlawed sport of pitchers. 


Raymond to Move 


Raymond Service, Inc., New 
York, direct mail agency, will } Mor 
move to larger quarters at 160 
Fifth Ave. in the near future. On t 
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Esquire’s Sports Articles by the Stars themselves senting, Woe “P* 


. . . . . Boitle 
HERE ARE A FEW of the stars who give handled in authoritative, first-hand ac- earned its reputation as America’s lead- 


you their inside stories, their views and counts. Esquire’s lineup of articles writ- ing general magazine on sports. See the 
experiences, for Esquire’s sports sec- ten by the stars themselves is just one sports articles in the current Esquire, 
tions. Football, boxing, golf, or baseball: reason why Esquire is widely read by on sale at your newsstand... TODAY. 
whatever your sport, you'll find it sports-minded men... why Esquire has 
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* 
THE LEADING GENERAL MAGAZINE ON SPORTS tA.qu UT: ENQUIRER 1x» NEU 
% MLLEN-KLAPP’ CO. “New York» Chica? Numb 
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ye = In Seattle if you want to know about ships 


are also 
yt and | you ask for R. J. (Jim) Lamont. 


9s Com- 
aged to 
sion and, 
.merican 
o set up 


He got his start literally at the bottom, work- 

ing deep in the holds of ships as a scaler. That was 
cpanding | yearsago. Today Lamont heads the biggest ship build- 
ly veal ‘ing and ship repair operations in the strategic Puget 
ndles the | Sound region. He is president of Todd’s Seattle Dry 
Docks, Inc., and the Seattle-Tacoma Shipbuilding Cor- 
poration, a Todd subsidiary. He has his feet on the 
SS ground, and he keeps them there as he looks ahead to 


chions, a | Post-war possibilities. His views? Here they are, as 
a developed in a frank interview: 
>partment : ; 
zine, New Interviewer: Mr. Lamont, what’s going to hap- 
e booklet : Sia 
individual | pen to the ship building industry on Puget Sound when 
ich colors the war ends? 
hildren of 
formats Lamont: “We shall emerge from this war with 
fied cin, | the soundest industry this region has ever experienced. 
s. Stores The industry obviously will be deflated from its war- 
will also f . : ere ae . > 
ups of tht | time size, but it will emerge stronger and bigger than 
zine , a . 
- litle girl | we have ever known it in time of peace.” 
ith jong 
of the ° . 
“tor this Interviewer: Can you state, briefly, why you 
believe this? 
4 si Lamont: “Yes, Japan’s attack on us has de- 
nc., ) . 
ency wil monstrated for the first time that we can be attacked 
s a . . . 
future. on the Pacific. That act alone will bring about a com- 
— 


plete change in national opinion concerning strategic 
values in the Pacific, and especially concerning Puget 
Sound and Alaska. It means that where once we were 
asleep we must henceforth forever be on guard, This 
means a tremendous expansion in our Pacific naval 
(] Sablishment over our former peace time standards. 
And that means the maintenance of service and repair 
tations on a scale never before attempted.” 


p ; Interviewer: What of commercial shipping? 


Lamont: “There are five or six years’ work 
thead for yards in this region converting and making 
banking. Wel “pats. Every one of our ships in the Pacific today is 
rong the tops “unning with a minimum of repairs. When the war 

ba 


x ends you'll hardly find a ship that will not have to 
" undergo extensive conversion to equip it for peace time 


bMpetitive operations. The yards will be busy a long 
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INTERVIEW WITH 


Leading Mypbullle | 


x 


R. J. (Jim) 
LAMONT 


President of Todd’s 
Seattle Dry Docks, Inc. 


and 


The Seattle-Tacoma 
Shipbuilding 
Corporation 


Interviewer: Will international trade requirements in the 
Pacific support a big merchant fleet? 


Lamont: “We should experience the biggest Pacific trade 
in our history. Alaska will loom larger than ever before. A new 
Russia and an awakened China will want to trade with us. There 
will be new problems, too, and may I add that I am hopeful that 
the Seattle Post-Intelligencer will provide the same forceful lead- 
ership that has distinguished it in the trying period that the war 
has brought upon us.” 
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REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


NEW YORK © CHICAGO © BOSTON © SAN FRANCISCO © PHILADELPHIA © DETROIT © PITTSBURGH © BALTIMORE © LOS ANGELES © SEATTLE 
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_to build a 43% 
circulation increase? 


_to hit the lowest page 


rate in the group field? 


[a to insure readership 


iO 
wiman © 


333 NORTH MICHIGAN AVE., CHICAGO 1 * 


wait REAL STORY...MOVIELAND...REAL ROMANCES 
rf. a Harold Hutchins, Advertising Director 
Hillman Periodical Building, 1476 Broadway, New York 18, N. Y. 
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ILLMAN’S beauty editor offers a new plan: beauty 
H that works both for our readers and our adver- 


tisers. 


brand names. 


them where to get it. 


field anda responsive audience. 
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9126 SUNSET BOULEVARD, LOS ANGELES 46 
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Every month Hillman Women’s Group will carry 4 
full page of educational beauty advice—real news on 
new beauty products and a personalized beauty depatt- 
ment illustrated with up-to-the-minute photos. New 
free beauty booklets are offered which will mention 


The readers of Hillman Women’s Group will come 
to its advertising pages in a mood to buy. They will 
know what they want, and our advertisers will tell 


When you advertise in Hillman Women’s Group you 
buy a rising market, the lowest page rate in the group 
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DEAR JOE . . « « BUSINESS CHART OF THE WEEK .. . . THE PAY-OFF . . . . OTHER FEATURES... . 


| Dear doe: 


If you had a son or a protege (and probably you 
have) who had just begun to work his way up 
the advertising and merchandising ladder, and 
who is now a “G. I. Joe,” what would you like to 
tell him about this business of yours . . . about 
what’s been going on here . . . about merchan- 
dising and advertising in the postwar world .. . 
about his own future career as an adman or a 
marketing man? 

So many of our own sons and business associ- 
ates are in this position that ADVERTISING AGE has 
inaugurated this weekly feature in which leading 
advertising men will address a letter to “Joe,” 
with the idea of orienting him on what’s going on, 
refreshing his mind on the basic philosophies of 
the business, and reminding him of the funda- 


{ mental economic and social changes which will 


confront the merchandiser and the advertising 

man when he returns to civilian life. 
Read these letters over “Joe’s” shoulder. 

find them stimulating and provocative, 


Yow'll 


When you come back I know you will want to take 
up where you left off and continue toward a career 
in advertising, marketing or merchandising. There has 
really been very little doing in those fields since you 
left. These are the operating years—the years of pro- 
ducing for war to back you up with the material you 
must have on the fighting front. A 
lot of fellows like you who are not in 
the service for one reason or another 
have gone over into actual produc- 
tion. They have become producers 
for the time being rather than dis- 
tributors of goods and services. 

And this is something for you to 
\ remember, Joe, when you come back 
to a free and unregimented America 
to again take your place as a branch 
or maybe only a small twig on that 
great tree of Distribution which has 
made this country a land with the 
highest standard of living in the world. You know that 
this tree has four roots—marketing, merchandising, ad- 
vertising and selling. You also know that these roots 
are nurtured only in the soil of free enterprise where 
freedom of opportunity and freedom of choice prevail. 

The thing I especially want you to think about is the 
postwar importance of these operating and producing 
years. If you could see our newspapers every day you 
would find that the producers are getting the bulk of 
the news attention. What the American people want 
to know is how much and how fast we are making 
the essential stuff to win the war. Manufacturers of 
basic raw materials have performed miracles of produc- 
tion. Makers of consumer goods in peacetime have 
wholly converted to war production and are making 
) Planes, tanks, ships and guns in plants formerly de- 
voted to the manufacture of civilian goods. 

As a consequence the operating man and his force 


Cc. C. Carr 


the Pay-Off 


NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles 
which have proved their value in 
mail order advertising —and which 
are equally important to the adver- 
tiser who does not seek direct in- 
quiries or orders — will be reviewed 
and discussed from week to week. 
Pertinent case histories, queries and 
comments from readers are invited. 
Whenever possible they will be 
answered here. 


BY THE MAIL ORDER MAN 


I had an interesting session with the representative 
of a fishing magazine this morning. He had a fine 
Presentation on circulation, reader interest, and rates 
of his publication. But I turned him down on a point 
Which seemed to be new—and crazy—to him. 

_ I pointed out that his publication’s readers are think- 
ing along one particular line when reading it—they are 
interested in fishing. They are dreaming of a favorite 
trout stream or some familiar lake, considering fishing 
tackle and equipment, or planning future trips. If I 
Were ady ertising high boots or canoes or tents, I’d grab 
at his space, 
Pica my product is very far from fishing or camping. 
reading a fishing magazine would be in the mood 


have come into their own as important parts of the 
scheme of things. Plant superintendents, foremen, the 
labor-management committees and their leaders in both 
labor and management have grown in stature. This 
labor-management committee movement is not just a 
war measure. In it is the germ of a real idea which 
will be helpful to you when you come back to under- 
take your part of the great distribution job. These com- 
mittees are showing that teamwork will not only get a 
job done in wartime but that it will also help a par- 
ticular factory keep its doors open in the highly com- 
petitive era which will follow. 

You can cash in on this, Joe, by working closer with 
your actual producers when you get back. You can 
show them that you and they are on the same team. 
They can help you get orders which will keep the mill 
going and growing. They have the same interest you 
have. That interest is postwar jobs for them and for 
you. The preservation of the economic freedoms on 
which America has been built is not your special prov- 
ince. It is theirs as much as yours. So cultivate this 
vast army of producers when you get home. Tell them 
you are the guy who is out to get the business to keep 
postwar jobs for all. I think you will find them sur- 
prisingly helpful. 

Yours sincerely, 
Cc. C. CARR, 
Advertising Manager, Aluminum Company 
of America, Pittsburgh, Pa. 


business Chart ot the Meck 


How SALES OF TYPICAL DEPARTMENT 
STORE ITEMS VARY BY MONTHS 


(Agures show percent of total 1942 volume sold in each month) 
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se08 Figures from Wational Retail Dry Goods Assn. 


to read my ad and send in a coupon. 

That point of mood in which a publication is read 
is a fourth factor the mail order advertiser has learned 
he must consider—in addition to circulation, rates and 
intensity of reading. Obviously hunting guns would 
not sell well in a church magazine, religious books in 
Esquire, or farming machines in The New Yorker. 
Simple tools and technical books sell well in mechan- 
ical magazines and stock feeds in farm publications. 
Everybody recognizes that at once. 

It is of less obvious distinctions I am _ thinking. 
American Magazine, for example, was once largely a 
success and inspirational magazine. Some of that aura 
still hangs over it and to this day it pulls better for 
self-improvement items than other magazines of its 
same general class. Fraternal and association magazines 
are often read, I suspect, largely with an interest only 
in the doings of the group. Fact detective magazines 
are, I am told, very good pullers for law course adver- 
tising—evidently there is some link between law and 
the type of reader who enjoys detective stories. Some 
magazines, like the former Physical Culture, are bought 
by enthusiastic fans who apparently read closely every- 
thing in the book. Pulps are read by enough of their 
readers as “escapist” literature so that they pull less 
well in proportion to circulation—but their low adver- 
tising rates save them in cost of results. Tabloid news- 
papers are apparently read in a different way than 
newspapers like the New York Times, Cincinnati 
Enquirer and the Chicago Daily News. 

“Rather fine distinctions?” 

Yes, but with enough meaning that the mail order 
advertiser learns to watch for them. When you have 
to get $3, or $5, or $10 in direct sales for every dollar 
you put into advertising space or time (and these are 
fairly common requirements in mail order advertising) , 
such fine distinctions may spell the difference between 
success and failure. 


You Ought toKnow... 


WALTER J. DAILY 
Advertising Director, Bendix Home Appliances 


Take a Yale man who studied mechanical engineering, 
wrestled on collegiate mats, played on professional 
hockey teams, got a Ph. B. degree and served as a gun- 
nery officer on destroyers in World War I—mix him 
judiciously with circumstances and a flair for selling— 
and you have Walter J. Daily, who joined Bendix Home 
Appliances, Inc., South Bend, early this year as advertis- 
ing director, after 20 years in adver- 
tising, of which a dozen have been 
spent in the electrical appliance field. 

Daily applied himself to the mer- 
chandising of appliances first as ad- 
vertising manager of Electric Vacuum 
Cleaner Company, maker of Premier 
Duplex, and a General Electric sub- 
sidiary. In 1927 he joined the parent 
G-E company as advertising and sales 
promotion manager of G-E refrigera- 
tors, ranges, dishwashers and electric 
kitchens, and spent eight years in this 
spot, for four of which he was chair- 
man of the entire company’s appliance advertising com- 
mittee, in addition to his other duties. He also found 
time to devote a great deal of attention to the Associa- 
tion of National Advertisers, of which he was vice- 
president for several years. 

Daily says the G-E refrigerator was the great ap- 
pliance of the 30’s, and the Bendix home laundry will 
be the hotshot of the 40’s. He’ll tell you that a nation- 
wide consumer survey shows a demand for over 500,000 
Bendix home laundries in the first postwar year, rep- 
resenting retail sales of $100,000,000. “We shall have 
competition,” he says, “plenty of it—but after all ours 
is the only automatic washer which has been home 
tested, and that is a very important point. Our dis- 
tributor organization is practically intact. We suffered 
some losses in dealers, naturally, but are again adding 
them slowly and carefully. 

“Our advertising plans call for the greatest program 
in our history. We are on top of the automatic washer 
business and we intend to stay there. Magazine space 
will probably be the backbone of our promotion, but 
much greater use of newspapers, business papers, out- 
door and spot radio is planned. We believe sales pro- 
motion to be of equal importance with advertising, and 
the book will “be covered from A to Z.” 

And those who recall the aggressive promotion which 
marked Daily’s regime at G-E know what he means. 

Daily’s hobbies are few: golf, stamp collecting and the 
charming “Edwina Nolan,” who has just resigned as 
director of General Electric’s home service after 15 
years, and who happens, in private life, to be Mrs. Wal- 
ter Daily. She was a member of the Connecticut State 
Nutrition Committee, one of the original members of 
the women’s advisory committee of the War Advertis- 
ing Council, and has served on any number of govern- 
ment committees. 


That Wonderful, 
Wonderful 
Postwar World 


(As depicted in an advertisement for Firth Carpet 
Company, written by George D. Wever, vice-presi- 
dent, Fuller & Smith & Ross, New York) 


Listen my children, and you can hear 

Through the opium-laden atmosphere 

The voices of soothsayers, prophets and seers 

All fortune-telling the Post-War years... 

How the world as we know it will suddenly cease 
Ere the ink is dry on the Treaty of Peace 

And presto! ... A new world! Our homes, our cars, 
Will look like something fresh out of Mars 

And you'll casually step in your autogiro 

For 18 holes of golf in Cairo. 


You'll live on pills. You'll carry your bride 
To a home made of phenol-formaldehyde, 
With electronic beams to do the chores 
Electric eyes to open the doors, 

And radar (that newest of trouble detectors) 
To warn of approaching bill-collectors. 


W. J. Daily 


Or we won't have homes. . . we'll live in trailers 
With 6 rooms furnished by Lord & Taylor’s. 
And everyone, even in Winnepesaukee, 

Will own television and walky-talky. 


And this, good friends—this prospect bright— 
Is to happen suddenly, quite overnight. 
Is it true, or false? Or a glorious hoax? 


(It’s just a lot of malarky, folks.) 
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DON’T ABANDON Your CATALOG PLANS 
BECAUSE OF SHORTAGE OF COVERS 


Good Covers Can Still Be Had : 


“BESTEX" “BEAVERHIDE” **BEAVERETTE” 


**BESTEX”, tough artificial leather, “BEAVERHIDE"’, strong fiber, and “BEAVERETTE”, 


good looking, inexpensive paper—are still available, although inventories are 
limited. 


True, more time is needed for delivery—6 or 8 weeks and sometimes more —so 
get samples and quotations NOW while the selection is good. 


BEAVERITE PRODUCTS, INC. 


31 DE WITT STREET, BEAVER FALLS, N. Y. 


8-BP-2 
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Select Ad Group 
Called to Capital 
for War Reports 


Washington, D. C., March 1.—A 
select group of 200 of the nation’s 
leading national advertisers, 
agency officials and media execu- 
tives will meet with high ranking 
military and civilian officials here 
Wednesday for an “off the record” 
account of the progress of the war. 

Called to acquaint leaders in ad- 
vertising with a realistic picture of 
the military situation and the out- 
look for production of civilian 
goods, the conference is expected 
to provide a graphic account of 
the obstacles in the path of vic- 
tory, similar to the presentation 
the War Department offered 500 
leading industrialists and publish- 
ers here last fall. 

The session for advertising men 
was arranged jointly by the OWI 
and the War Advertising Council. 
While its purpose is to provide 
business with renewed realization 
of the urgency of war advertising 
programs, the work of OWI and 
the Advertising Council will not 


These qualities are symbolic of America. 


They have built churches .. 


lasting possessions. 


The quality and character of a city 
and market area are a direct result 
of the quality and character of the 
men who built them. In the “Magic 
Empire”, Oklahoma’s greatest mar- 
ket, the vision-at-work of our early 
9 settlers is alive today. That is why 
the “Magic Empire” is Oklahoma’s 
greatest industrial area. That is 
why Postwar Planning is already 
producing new industries. KVOO, 
alone, blankets all of this richest 
Oklahoma Market with bonus coun- 
ties in Kansas, Missouri, and 
Arkansas. 


Spinning wheels of America no 
longer sing the practical pur- 
pose of their making. They are 
silent, treasured symbols of 
America’s youth. 


Homespun no longer speaks of 
cloth but of a kindly philosophy 
or inherent goodness that im- 
plies honesty, integrity, depend- 
ability and character. 


These are qualities that have made America great. They 
are qualities that are not of one piece Nationally but are 
individual attributes of millions of our fellow citizens. 


. and schools . .. and business. 
They are as practical today as they were during the days 
of the spinning wheel. They are worth holding to through 
war and into peace. In the final analysis they are our only 
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be discussed at the conference. 

Leading off the schedule will be 
a morning session at the Pentagon 
building, center of War Depart- 
ment activities, where Under Sec- 
retary of War Robert’ Patterson 
and Under Secretary of the Navy 
James Forrestal will handle the 
armed forces’ portion of the pro- 
gram. 

During their visit to the Penta- 
gon building, the advertisers and 
advertising men will hear reports 
on the progress of the war from 
men returned from the fighting 
fronts, and from Washington of- 
ficials who plan the offensives. 
They will see an official picture of 
a recent offensive action. 

Later in the day, the group will 
have a question and answer period 
with WPB Vice-Chairman Charles 
E. Wilson and other WPB officials 
on the outlook for production of 
consumer goods. At dinner, the 
group will hear from Gen. H. H. 
Arnold, chief of the Army air 
forces, and Donald M. Nelson, 
chairman of WPB. Harold B. 
Thomas, acting chairman of the 
War Advertising Council, will 
welcome the group. 

OWI officials, in inviting the 
group, freely admit that the pur- 
pose of the session is to win new 
support for government informa- 
tion programs for the months im- 
mediately ahead. The guest list, 
arranged by the War Advertising 
Council, was drawn with that 
purpose in mind, they say. 


Sponsor Retail Contest 


Sponsored jointly by the sales 
promotion division of the National 
Retail Dry Goods Association and 
the Newspaper Advertising Execu- 
tives Association, a special exhibit 
of advertising campaigns con- 
ducted by retail stores throughout 
the country, for which a series of 
prizes will be offered, is planned 
for the NRDGA Sales Promotion 
Clinic scheduled for April 4-6 at 
the Netherland Plaza, Cincinnati. 
A bronze plaque will be awarded 
to the winner. 


‘World-Herald’ 
Offers Free Ads 


for Service Men 


Omaha, Neb., Feb. 29.— The 
Omaha World-Herald has offered 
to publish free of charge daily 
70 to 140 lines of classified “situa. 
tion wanted” ads that will heralq 
the job needs of returning service 
men. 

The offer is only one of a num- 
ber of features of the plan origi- 
nated by Henry Doorly, publisher, 
to meet what he considers the most 
important problem facing the na- 
tion today, finding employment 
for returning veterans. 

The World-Herald and _ the 
American Legion have joined 
forces to try to solve the problem 
in Nebraska by establishing a job 
clearing house. Omaha Post No, 1 
of the Legion has appointed a 
committee, headed by Max Miller, 
retired manufacturer, who will 
direct the new office without pay, 
assisted by paid helpers. The 
employment office is located in the 
World-Herald War Service center, 
donated by the newspaper for the 
duration. The Legion is enlisting 
the aid of veterans, the Chamber 
of Commerce, labor chiefs and 
anyone else interested in the pro- 
gram, and the manufacturers’ 
association and a number of local 
business men already have prom- 
ised help in lining up jobs. 


Lesser to Vladimir 


Gerald Lesser, who has oper- 
ated his own advertising agency 
for the past ten years, has joined 
the copy and creative staff of 
Irwin Vladimir & Co., which, after 
March 4, will occupy larger quar- 
ters at 285 Madison Ave., New 
York. The new telephone num- 
ber is Murray Hill 5-0750. David 
E. Kennedy, Inc., Brooklyn, has 
named the agency to handle the 
advertising of its Kentile asphalt 
tile flooring. 


CAPITA 


FIRST U. S. city in per capita 
EFFECTIVE BUYING INCOME! 


© Three times in four years Sales Management magazine has 


awarded Long Beach this top spot among ALL U. S. cities over 


100,000 population. 
Long Beach a remarkable $2381 


Income 


Latest estimate (September °43) gives 


per capita Effective Buying 


. more than DOUBLE the U. S. annual average of 


$1054 @ Every index reflects solid, permanent development. 


Great shipyard and aircraft payrolls now augment those con- 


nected with the operation of a world harbor, Navy Port, Naval 


Dry Docks, oil fields, other basic activities 


@ As a market, 


Long Beach is independent—requiring the newspaper advertising 


coverage provided ONLY by the city’s own metropolitan dailies, 


the evening Press-Telegram and the morning Sun. 


National Representatives: 
WILLIAMS, LAWRENCE 
AND CRESMER CO. 


New York - Chicago 
Detroit - Los Angeles 
San Francisco 


LONG’ BEACH 


Press- Gelearam 
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HERE are more ways than one to 

reach department stores, just as there 
were more ways than one to determine 
the cubical contents of a light bulb, or to 
do any other job. But there is always one 
way that’s the best way. And usually, it’s 
the easiest way. 

If you have something to sell to depart- 
ment stores now, tell them in the easiest 
and best way — through the Department 
Store Economist. 

If your entire output goes to war, but 
you want to sell them after the war, con- 
Sider this. You can wait until the war is 
over, and then try to blast your way back 
Into the department store market. But 


that will be the hard way . . . the expen- 
sive way. 
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To reach Department Stores do it 


The easy way . . . the inexpensive way 

. . is to maintain your contact with the 
department store field through a consis- 
tent schedule of advertising in Department 
Store Economist. 

In that way, you will continue to reach 
the Executives and Key Buyers in the 
6900 top stores in the country. They’ll 
remember you, they'll understand your 
wartime position, if you tell it to them, 
now. 

And when again you do have something 
to sell them, you can approach friends, 
not strangers — people who know you, 
not names on a prospect list. 

Whether your problem is something to 
sell, or nothing to sell now, solve it the 
best way — the DSEasy way. 


seterieiam. Orrieigs FF ettaelte 
- 


d Chestnut Sts., PHILADELPHIA 39, PA.; 29 East Madison St., CHICAGO 2, ILL.; 1836 Euclid Ave., CLEVELAND 15, OHIO; 


NO CRYSTAL BALL NEEDED to chart the course 
of Department Store progress through “1944 — and 
after!’ That's the belief of Walter Alwyn-Schmit, 
as expressed in his article by that title in January 
DSE. Top Department Store executives will clarify 
their duration and postwar thinking by a careful read- 
ing of this, and the other fact-filled articles in which 
DSE abounds. That's why your own message is news 
in this vital well-read publication. 


DEPARTMENT STORE 
ECONOMIST 


A Chilton @ Publication 


CCA 


> i ‘ a 
eee OS Og Pee Wiss ge ee : pean at at eae at Ne fe. 


ie eae ee ae a) : ee iG Rees ees es r 3 ies a = 
fered i > ee ee a. re 
situa- ; ve Bide a 
erald ie Se om : . a ae ae see ag 
num * daa U a8 a ie Re + ) Pier 
cee ~ E | TE — i? a” Bore 
~— sake >= ee > i _—_—_... ne 
} TOS - ie: — : ee BS ag ; me bo “ | _ 
— ; : b4 ae ee Fe 
‘olan is a = | — es Fh Tage bt ? tice | i = ites 
No, 1 ae sia | aS ¥ Es 
Miller, s ea i ee : ™ Bere nae” ’ te ' Ly . . as a oe 
or the ' - oli aaa ae eel alle 5, te °/ a 
a neet sa i. ~ {aa Se siete i a | om 7 
— Jy grest out of ent ie ee. are ang oe =a w a ' — 
s and ous an ventor hy : 2 et 4 gia Re a - ys | hehe o 
rh me d fam yory gssista® , as %° ae a. a Ane eae § Pi? : = 
— as \abor® youns m Ce ee oF ak aera a \ — *; 
ft local we calles yo the eage® era EE i, ae ee , “! 4 
assene® - Yght pulb Se: laa oe py al ; Pp * < " = | 
prom- grat 30 B° arectric NE Pi TEEN a —— _ | : ' 
‘ at A ypical contents of at sail _ wi th ee eas oe a waa aa Bie 4 Ne “> me 
i exac Cc : en 1 a4 ae oe, ‘i ang . es an a ‘. =a eae, ¢- F ee es 
ever es yon glamen* ind — al : ae ie Meal ait | ae . | 4 
cat Bi a teres a: i ae i _ ae . A “ 
agenty __one of 8 \. He eee: tin ay a i 7% \. ‘ = & 
gency , av on xhe end- a pe gan to wot . sa es, va a | Soe ? 4 a : , ; 
joined yitle OP ny bulb | ae SS RE | 
taff of ” + rant yook che yght a gheets of paper ag asia — f ; gee 
h, after The assist® yered cheetS an : fe nial ' ‘ F, ; yy ; . = 
r quar- ~ rd way * Fle co sen puration” “i : — ee a : 1 ia 
+, New aid a rhe \ gevt® and calculus : t rhe j ob | : Be po Ve a tex — — ——— ' é i 
e— . ary» ® so : a Pon . ee 
David cattn sou BOP 4 He took geversh O25 aiies an) “? vo 
yo, x a side rule- wong and answer ei eee ey > Mw a —_ 
dle the sly wore OM his ealculal© ie mo “Le Cs , a cg / . 
—nP Ln en 6 ath & pat ae “i 2 ee . + Se | _ ' p< FS = 
ro his employ : pred rook rhe bull . - the ig ae _ Pe _ ae _ [_ i tniy 
/ qe ere scientist gree cass UP jeavins * pole eee — - Vas — Re "a ti 
V ‘ proke oft the yrwe gos tet yntil was giled aa — —_— ae die 5 ee a. a Fe & 
VA of p yers> rhe puld in wa \ bes me ae a. - ie “~~. - a * 2 gia ash at “ = ; " er 
. anersed scale: , A _@ tle a 
; Wp. Nex ine ima er oF a aborator? eee 4 —— ee hi 
I — "a gpat were into a BE ont D 5187? a? et aa , “aa ae 
- hen empuied © .sded it$ weight y ‘ \' : es Ag ») ) Fen ae e* 
- . hed the watet> gvider" na comerthiné * ew tn SS 4 ) | "a a Pe 
. : r, ® > are . — — i: 
Re bai . bic ynch of wate , .. taches: Race ti, > es ‘~ . ae £2 Bs as ees 
eign of * ° __, cubic 8° a as ae = 
Te) ounce the ¥ res, He had rhe answer - —~.*” een i re Fs Sa. ¥ eee 
min e: , ~ i ™ - i ’ an a 4. d ~~. a - . % 
- ae. a a a ae tit ew is > tei ee 
; ae _— sia coe . 22, “A am : F is yt Sie 
‘ Aces a? 3 ae 7 mime” a , J 5 ne ‘ _ 7 ~~ ; Bn « - § ; ss os 
mae oe ta? ae eepess aa i bas SS . ae v4 : ; 
pita a ae - ~~. ae SES < mi” <ul 
. Fe es OS ier eee a San a ; i oe om =~ 5 a x ; 41 ‘ ae : a 
)ME! je ae "RE ‘Ree , 4 ae " se ae ae <= a Bie ~<fe, t = Pe e wal 
J 2 ve 7 — o. oe, ~. , , say i 
ee me  - : eX : i ia es 
= ~—Ss * + . 
/ ptt 
e DSE d 
{ Pane 
ont. a S y W a y : aa 
— /$7 é 
g . Vy, 4 i 
fj : “thy 
|/ fen, 
= 1 \ a 
a . s 
k IT 
ry | 
+ ae _ s: a 7 
4= 
~ ee 
ae : a Re — OS | | 


National Biscuit's 
Discount Schedule 
Ruled Out by FTC 


Washington, D. C., March 1, 
—A National Biscuit Company dis- 
count arrangement which allowed 
chain stores and jobbers to buy the 
company’s 500 varieties of bakery 
products at advantageous prices 
was banned by a Federal Trade 
Commission cease and desist order 
this week, as a violation of the | 
Robinson-Patman Act. The com- | 
pany was ordered to discontinue | 
discount schedules which resulted | 
in price discrimination between | 
purchasers. 

Under the plan, which was) 
called a “headquarters quantity | 
discount schedule,” chain stores 
benefited from two schedules of | 
discounts, one governed by the 
customer’s total monthly  pur- 
chasers, and the other by the 
customer’s average monthly pur- | 
chase per retail store. 

The use of this schedule, the} 
Commission said, discriminated | 
between different customers who | 
were in competition with each| 
other, by granting some customers | 
lower prices based upon total vol-| 
ume sold and delivered to all of 
the separate outlets of that cus-| 
tomer, although separate deliver- | 
ies were made to each outlet. 

In that way, the Commission ex- | 
plained, each particular chain| 
outlet competing with an inde-| 
pendent merchant could receive a| 
price advantage without regard to) 
his own actual sales of National | 
Biscuit Company products. 

The FTC study of the “head- 
quarters quantity discount sched- 
ule” showed that all National Bis- 
cuit Company customers received 
a 5% trade discount and a 1% cash 
discount. On purchases ranging 
between $750 and $5,000 per 
month, the firm allowed 1%; be- 
tween $5,000 and $10,000, 2%; be- 
tween $10,000 and $15,000, 3%; 
and above $15,000, 342%. 

These discounts are based on to- 
tal purchases, whether by an in- 
dependent store or by a chain. In 
addition, however, the individual 
chain store benefited from an ad- 
ditional discount of one-half of 1% 
to 14%% if the chain’s outlet had 
specified average monthly pur- 
chases ranging from $15 to $50 or 
more. In the order, National Bis- 
cuit is prohibited from selling 
bakery packaged products to com- 
peting purchasers at uniform prices 
and thereafter granting varying 
discounts. 


Reduces Trim Size 

Motorboat, New York, has re- 
duced its trim size to 8%x1l% 
inches, effective with its May issue. 
Bleed pages will be 85x117/16 
inches, but the magazine’s stand- 
ard type size, 7x10 inches, will not 
be affected. Effective with the 
same issue, advertising rates have 
been increased, with the cost of a 
one-page insertion raised from 
$200 to $230. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


Scaife Promoted 


H. J. Scaife, formerly Hotpoint 
factory branch manager at Buffalo, 
N. Y., has been named manager of 
the kitchen sales division of the 
Edison General Electric Appliance 
Company, with headquarters in 
Chicago. 


Halpin Opens Agency 
John L. Halpin, deputy commis- 
sioner of conservation of New 
York State, has resigned to open 
an agency bearing his name at 
408 State St., Schenectady 5, N. Y. 


Goodyear Export 
Promotes Three 


L. K. Hanson, sales manager in 
Mexico City for Goodyear-Oxo for 
the past two years; has been re- 
called by the Goodyear Tire & 
Rubber Company, Akron, to man- 
age the foreign representation, for 
Goodyear’s export company, of 
Pliofilm packaging material. He 
will be assisted by L. H. Brandl, 
who represented Goodyear’s Plio- 
film division in India, Australia 
and South Africa before the war. 

Frank T. Magennis, assistant 


manager of the Goodyear Tire & 
Rubber Export Company since 
1941, has been named a vice-presi- 
dent of the organization. 


Horan Will Speak 


Sales and advertising opportuni- 
ties in Latin America will be dis- 
cussed by Harold J. T. Horan, 
Time’s chief editorial representa- 
tive in Latin America for the past 
three years, at the meeting of the 
Chicago Advertising Managers 
Club March 7 at the Merchandise 
Mart. 


Advertising Age, March 6, 1944 
Piper Names Kimball 


Piper Aircraft Corporation, Lock 
Haven, Pa., manufacturer of the 
Piper Cub airplane, has appointed 
Abbott Kimball Company, New 


York, as its agency for radio and, 


public relations. 


Towell, Inc. Moves 


Arthur Towell, Inc., advertising 
and merchandising counsel, has 
moved to enlarged offices at 505 
Insurance building, 119 Monona 
Ave., Madison, Wis. 
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JOURNAL-COURIER 
NEW HAVEN, CONN. 


VERY family has its favorite—its favorite foods, its favorite movie stars, 
its favorite magazines. 


In more than a million homes CLICK is eagerly awaited each month because 
everybody in the family finds fascinating features in CLICK—“ America’s 
largest monthly picture magazine”. 


Each issue of CLICK is planned to capture lively interest with a well- 
balanced choice of incisive stories and compelling pictures. 


Foremost writers, such as Emil Ludwig, Leonard Lyons and Bill Corum 
make this magazine more absorbing, more vital than ever. 


CLICK is made-to-order for today’s conditions. It is “at home” with 


more than a million families every month and the number of CLICK readers 
is constantly growing. 


To advertisers, CLICK is a timely oppor- 
tunity for two special reasons—first, be- 
cause its vitality has made it the talk of 


150,000. 


Your story really reaches home in CLICK. 


people everywhere (CLICK readers are 
increasing, not decreasing )—second, it de- 
livers a minimum bonus circulation of 
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Marshall Field 
to Purchase WJJD 


Chicago, March 2—Marshall 
Field, publisher and editor of the 
Chicago Sun, yesterday completed 
negotiations to purchase the out- 
standing capital stock of WJJD, 
Inc., licensee of Station WJJD, 
subject to approval by the Federal 
Communications Commission. 

Principal stockholders of WJJD, 
Inc., are Ralph Atlass; his brother, 
Leslie, vice-president of the Co- 


lumbia Broadcasting System; and 
Philip K. Wrigley. Mr. Field said 
that it will be his purpose, if FCC 
approval is obtained, to continue 
the same type of operation as has 
existed in the past, and that the 
station will be operated separately 
and apart from the Chicago Sun. 

The venture marks Mr. Field’s 
second entry into the radio field 
in Chicago. In 1942 he acquired 
a minority interest in WHIP, 
owned by the Hammond Calumet 
Broadcasting Corporation, and the 
call letters were changed to 
WJWC. On Feb. 6, 1943, the oper- 


ators of WJWC gave up their 
license because of “constant and 
regular operating losses.” 


Stardust Runs Contest 


Industrial Undergarment Cor- 
poration, New York, manufacturer 
of Stardust slips and blouses, has 
announced its 1944 “Miss Star- 
dust” beauty and talent contest, 
using 20 magazines reaching the 
women’s market. In addition to 
a $500 war bond as first prize, 
there will be 27 other prizes and 
awards. Norman D. Waters & 
Associates handles the account. 


ANA Names Apsey 


J. F. Apsey Jr., advertising 
manager of the’ Black & Decker 
Mfg. Company, Towson, Md., has 
been named chairman of the in- 
dustrial media committee of the 
Association of National Advertis- 
ers, New York. 


‘Look’ Promotes Kuefner 


Gene Kuefner has been ap- 
pointed circulation manager of 
Look. He has been assistant cir- 
culation manager of the magazine 
for the past five years. 


Retailers Hear 
How War Debt Can 
Be Wiped Out 


New York, March 1.—The possi- 
bilities of retail selling in the post- 
war period and the gradual elimi- 
nation of the enormous war debt 
through close cooperation between 
the government and private in- 
dustry were emphasized by Fred 
Lazarus Jr., vice-president of F & 
R Lazarus & Co., Columbus, O., 
in a talk today before the annual 
meeting of the American Retail 
Federation, of which he is board 
chairman. 

Mr. Lazarus referred to the tre- 
mendous intangible wealth that 
will free America of its debts, ex- 
plaining that 7,500,000 people have 
learned to work since 1940, not 
including. the 10,000,000 in the 
armed service who have gained 
considerable skill, discipline and 
ability to cooperate with their fel- 
low man. 

“New plants will be built largely 
at government expense,” he said, 
“and industry will have the ‘know 
how’ of making things much bet- 
ter than in the prewar period, hav- 
ing learned many short-cuts in 
production. 

“If we can harness all these 
things together, so that we pro- 
duce goods greatly in excess of the 
amount produced in 1930 and 1940, 
and buy goods largely in excess 
of what we bought in 1939 and 
1940, we may be able to take care 
of this debt and develop a higher 
standard of living at the same 
time.” 

OPA Administrator Chester 
Bowles, discussing “‘Price Control 
and the Retailer’ at the opening 
of the two-day conference, asked 
retailers to cooperate in stamping 
out “chiselers’” who evade ration- 
ing and price control rulings. 

A controlled program of recon- 
version of the nation’s economy 
from a war to a peacetime basis 


was advocated by Arthur D. 
Whiteside, president of Dun & 
Bradstreet, Inc., opposing Mr. 


Lazarus’ view on the topic. Mr. 
Whiteside, formerly vice-chairman 
of WPB, said continuance of con- 
trols over the nation’s economy for 
two or three years after the end 
of the war and a return of plants 
to civilian output on a gradual or 
“quota” basis, would insure “proper 
employment and an era of pros- 
perity.” 

In outlining the probable re- 
conversion plans of the govern- 
ment. he said that everything 
being done is based on “the idea 
of getting full employment.” Mr. 
Whiteside expressed doubt that 
government surplus stocks will be 
“dumped” in a manner that will 
disturb production. He disagreed 
with the high estimates made of 
the probable surplus to be sold, 
contending that the value of such 
goods “probably will not exceed 
$10.000,000,000.” 
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Swope Sees Old 
Models, Higher 


Prices, at First 


New York, March 2.—Since 
there will be no opportunity to 
tool up for new models immedi- 
ately following the end of the war, 
electrical appliances of prewar 
design will be the first types to be 
made available for civilian use, 


Gerard Swope, president, General 
Electric Company, told stockhold- 
ers in a preliminary report issued 
last week. 

Asserting that postwar prices of 
electrical appliances will be higher 
than before the war, unless labor 
costs decline from their present 
levels, Mr. Swope pointed out that 
with the exception of the com- 
pany’s appliance division, G-E’s 
reconversion problem will not be 
too difficult, since most of the 
things it makes now are the same 
as it made in peacetime. 

Explaining that G-E is operating 
$100,000,000 in government plants 
and that his company has built 
many additional facilities of its 
own at an equal cost, Mr. Swope 
said consideration is being given 
to possible purchase of some of 
these government units after the 
war. 

The G-E executive pointed out 
that since these plants were con- 
structed at high cost during the 
wartime period, the problem is 
whether they can be acquired at a 
price which will permit profitable 
operation under highly competi- 
tive postwar conditions. 

Preliminary operation figures 
for 1943 showed net income was 


$44,923,000, against $45,082,000 for 
1942, or $1.56 a common share for 
each year. 

In view of the major adjust- 
ments required in connection with 
the resumption of normal opera- 
tions after the war, and because 
of the uncertainties arising from 
war conditions, legislation and re- 
negotiation of war contracts, ac- 
cording to Mr. Swope, $18,500,000 
was set aside out of 1943 income 
as a reserve. He said that of $17,- 
000,000 set aside in 1942 for post- 
war contingencies, about $2,500,- 
000 was left after renegotiation. 


RCA REPORT POINTS 
UP POSTWAR PLANNING 


New York, March 2.—Alert to 
the problem of reconversion, to 
the postwar application of wartime 
developments, and to the manu- 
facture and distribution of peace- 
time products, Radio Corporation 
of America is conducting postwar 
planning without interfering with 
the tasks of war, J. G. Harbord, 
chairman of the board, and David 
Sarnoff, president, declare in the 
company’s 24th annual report. 

Net profit of RCA in 1943 was 
$10,192,452, compared with $9,- 
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Ja GAIN AND LOSS PERCENTAGES - 52 CITIES " 
JANUARY 1944 - 1943 LOSS GAIN 
CLASSIFICATIONS -30 -20 -10 0 10 20 xX 
RETAIL 2.4% 
GENERAL 21.7 
AuTOMmoT IVE 3.8 
FINANCIAL 9.0 
Totat DisPLay 6.5 
CLassiFieD 12.1 
TOTAL ADVERTISING 7.8 
DEPARTMENT STORES “2.1 
-30 -20 -10 0 10 20 30 


NEWSPAPER LINAGE CHARTED—In Media Records’ chart for the first month 
of 1944, all newspaper classifications except department store linage show a 
gain over January, 1943. General led with an increase of 21.7%. 


002,437 in 1942. After payment 
of preferred dividends, earnings 
per share of common stock were 
50.5 cents, compared with 41.7 
cents per share in 1942. 

Total gross income from all 
sources amounted to $294,535,362, 
compared with $197,024,056 in 
1942, an increase of $97,511,306. 

Operations for 1943, compared 


PLASTICS STEP UP 


For shoe soles, plastics 
24%4-4tol... 


Va” : 


are more flexible, more resil- 
ient, more resistant to scuffing, tempera- 
ture, etc. Several types of plastics are 
suitable. Price factors assumed now as 
equivalent will be more favorable as ac- 
ceptance widens. For shoe uppers, little 
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note) new completely homogeneous \ith- 
thenol. Experimentally, these mate- 
rials mold like phenolics, have excellent | 
adhesive properties, are used as sealing | 
coats on woods, ceramics, ete., and 
pregnate felt, cloth, cotton with excellent 
physical and chemical properties. 


EARMARKED FOR POSTWAR — 


out f| 
outwear leather 


now, but future possibilities indicate the 


use of fibrous, perforated or woven plas- 
ties for proper ventilation. 


MATERIALS . 
The new... 


. ONE NEW — ONE IMPROVED 


Polyethylene, a thermoplastic 
material announced by E. I. Du Pont de 
Nemours & Co., Inc., in February, MOD- 
ERN PLASTICS. Physically, it falls be- 
tween limp and rigid materials. It can be 
injection molded, extruded, compression 
molded, machined, deposited as a coating, 
used as an adhesive. It can be compounded 


plates, ete. Also 


with compatible resins, waxes, etc. Ex- 


tremely light (.92 sp. gr.). Major uses; 
Electrical insulation, tubes, containers; 
outstanding moisture-resistant factors, elee- 
trical properties, toughness, workability. 


The improved . . . Furane resins made of 
agricultural waste products (farmers take 


THIS IS NO. 5 OF A SERIES 


Pets 


MODERN PLASTICS (February) indi- 
cates two items for postwar activity; Fluo- 
rescent pigments, reduced from $30 per Ib. 
to 90¢ per Ib. offer wide possibilities in’ 
manufacturing luminous architectural dec- 
orations and designs; 
identification buttons, home radio and tele- 
vision dials, dresser sets, jewelry, stair 


Another in MODERN PLASTICS’ “look- 
ing forward” series views nylon fibres as 
having postwar potentials in os 
sails, furniture iabeben, Bie. 


NOVEL GLUING PROCESS 


A new gluing process which, by the incor- 
poration of electric-conducting graphite, 
sends a current through a plastic adhesive 
now becomes the basis for cheaper and 
quicker glue setting. Devised by twWe 
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Plastics 


industrial dials, 


luminous paints ... 
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THIS MONTH'S SEEDS .. . 
from the February 1944 issue of MODERN 
PLASTICS magazine. Should your interest 
to read further be impeded by an inability 
to get copies of this issue (there are 2,000 
subseribers on the waiting list), feel free 
to inquire of us 
the MODERN PLASTICS’ staff will find 
ways of furnishing the information to you. 


DS...in the fields of Plastics 


— AND THOSE FALLING UPON GOOD GROUND Wil GROW UP, YIELDING FRUIT A HUNDRED FOLD! 
i 


Canadian plastic experts, the process is out- 
fined in February MODERN PLASTICS. 


» TECHNICAL ADVANCES 


Adding to the store of basic plastic knowl- 
édge upon which all industry may draw, 
are two important articles in the February 
MODERN PLASTICS’ Technical Section: 
Creep Properties of Molded Phenolic 

and Creep 

Strength of Plastics under Tensile Stresses. 


and Time-fracture 


have been culled 


direct. The members of 
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with 1942, show an increase in 
gross income of 49%, an increase 
in net profit of 13%, and an in- 
crease in number of persons em- 
ployed of 14%. 

The annual report, mailed to 
the company’s 230,000 stockhold- 
ers, covers the 1943 operations of 
RCA and its divisions, RCA Vic- 
tor Division, NBC, RCA Com- 
munications, Radiomarine Cor- 
poration of America and RCA In- 
stitutes. 


WESTINGHOUSE SURVEYS 
APPLIANCE FIELD 


Cleveland, March 2.—Westing- 
house Electric & Mfg. Company’s 
appliance division at Mansfield, O., 
has set up a planning committee 
of six distributors and three fac- 
tory executives with a view toward 
capturing a share of the postwar 
appliance business. 
One of the major projects of this 
committee was a comprehensive 
survey of the appliance field deal- 
ing with the sales possibilities of 
13 different appliances. Using the 
average of 1940 and 1941 peak 
years as a base, an estimate of the 
possible sales trend was reached. 
On the basis of this estimate, 
Westinghouse has arrived at the 
conclusion that appliance sales in 
the postwar period will be 78% 
over the averages of peak years. 
For the purposes of the survey 
Westinghouse defined the postwar 
period as the first five years after 
industry is freed of wartime re- 
strictions and limitations of mate- 
rials shortages. 
The increase in sales of indi- 
vidual appliances was estimated 
as follows: Refrigerators, 48%; 
vacuum cleaners, 67%; _ ironers, 
183%; fans, 29%; ranges, 72%; 
hand irons, 58%; water coolers, 
22%; dishwashers, 818%; water 
heaters, 118%; small air condi- 
tioners, 138%; roasters, 36%; mis- 
cellaneous appliances, 66%. 
To arrive at this conclusion the 
merchandising knowledge of an 
extensive list of veteran whole- 
salers and dealers was drawn 
upon, in addition to the experi- 
ence of the committee members. 
Westinghouse has also decided 
on a policy of better and fewer 
dealers in its postwar sales organi- 
zation, a policy designed to assure 
each dealer a maximum of profits 
and sales in his respective market. 
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March 28-31. 


American Man- 
agement Association, annual pack- 
aging conference and exposition, 
Palmer House, Chicago. 


April 4-6. ‘National Sales Pro- 
motion Clinic by the Sales Pro- 
motion Division of the National 
Retail Dry Goods Association, 
Netherland Plaza Hotel, Cincin- 
natl. 

April 25-27. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

May 16- 17. Inland Daily Press 
Association, spring meeting, Chi- 
cago. 

May 18-19. Toilet Goods Asso- 


ciation, Waldorf-Astoria, New 
York. 

May 25-27. Associated Business 
Papers, annual spring meeting, 


Westchester Country Club, Rye, 
ie 

June 4-7. Advertising Federa- 
tion of America, annual meeting 
and second war advertising con- 
ference, Hotel Sherman, Chicago. 
June 5-6-7. Newspaper Adver- 
tising Executives Association, 33rd 
annual spring meeting, Hotel Com- 
modore, New York. 

June 6-8. Public Utilities Ad- 
vertising Association, annual meet- 
ing, Palmer House, Chicago. 
June 12-14. Pacific Advertising 


Association, annual convention, 
Fresno, Cal. 
Aug. 28-31. National Associa- 


tion of Broadcasters, annual con- 
vention, Palmer House, Chicago. 
Sept. 25-27. Southern News- 
paper Publishers Association, an- 
nual convention, Arlington Hotel, 
Hot Springs, Ark. 


Newspaper Copy Plugs 
New Emerson Show 


Emerson Radio & Phonograph 
Company, which started its first 
radio show over a Mutual network 
Feb. 27, has scheduled a four to 
six week series of newspaper ad- 
vertisements as attention callers 
to the program, “Green Valley— 
2. A.” 

Employing 84-line single column 
units in some 50 to 60 papers in 
cities where the show is carried, 
first insertions broke on the open- 
ing day of the broadcast. Subse- 
quent ads will appear concurrently 
with each program, heard Sunday 
evenings. William H. Weintraub 
& Co. is the agency. 


McGraw-Hill Names Two 


Robert A. Lawless, former ad- 
vertising manager of Surplus Rec- 
ord, has been appointed district 
manager of McGraw-Hill Publish- 
ing Company’s Chicago sales terri- 
tory, and C. J. Loughlin, of the 
Chicago sales staff, has been 
named district manager of the 
Cleveland territory. 


SALESMAN 
IN THE 


GRAPHIC ARTS 


At the present time we have 
an opening for a salesman in 
our organization. We are one 
of the large firms in our indus- 
try. We maintain and render a 
Service to Agencies and large 
Corporations. This position 
should be filled by a man who 
wants a good income, who has a 
printing background and pref- 
erably some art experience. 
Man should not be over 45 
years old, ‘ 

This job offers a good oppor- 
tunity because the field is not 
well covered and the product 
is of a high calibre. 


Please write stating experi- 
ence and giving details of your 
bac -kground, 

Box 4613, ADVERTISING AGE 
100 East Ohio Street 
Chicago 11, Illinois 


Gannon to Economy 


Don Gannon, head buyer in Chi- 
cago for the Great Atlantic & 
Pacific Tea Company, has resigned 
after 19 years of service with the 
company, to take a position, effec- 
tive April 1, with Economy Gro- 
cery Stores, Boston. 


Gets E-Z-Do Aceount 


Decorative Cabinet Company, 
New York, makers of E-Z-Do cab- 
inets, has named Grey Advertis- 
ing, New York, as its agency. 
Magazines and radio will be used. 


Philip Morris to 
Use 750 Dailies 


in Spring Drive 


New York, Feb. 28.—Philip 
Morris & Co. Ltd. released a 
spring campaign this week to 
about 750 newspapers in some 650 
markets throughout the country, 
with weekly insertions covering a 
ten-week period. 

Featuring the familiar “Call for 


Philip Morris” slogan, straight 
product copy will appear in 600 
and 1,200-line space. The cam- 
paign will be supported by the 
company’s continuing drive in 
about 30 national magazines, which 
employs half-page color units. 

In addition, the regular Philip 
Morris network programs will 
continue to lend further emphasis 


to the publication advertising. 
Only change in this respect is the 
dropping of the “Philip Morris 
Playhouse,” heard over CBS, 
which has been replaced with a 
comedy-musical show titled “It 
Pays to Be Ignorant.” Other net- 
work programs are the Ginny 
Sims and “Crime Doctor” shows. 
The Biow Company is the agency. 


GIBBONS 


AOVERTISCING 
SAY STREe 
WINNIPEG 


TORONTO MONTREAL 


KNOWS 
J. J, GIBBONS LTD. 


REGINA 


CANADA 


MERCHANDISING 


CALGARY 


EOMONTON VANCOUY 


Said great traveler Lewis, of Lewis & Clark, in 1806 
Our girl guide Sacajawea 8 
was whipsmart, willowy, 
unwashed 


H av TIME been published in 1806, this 
is how either of those great travelers, 
Lewis & Clark, might have described 
the Indian woman who led their famous 
expedition across the continent— 
through thousands of miles of unex- 
plored Indian country to the mouth of 
the Columbia River. 


For both Lewis & Clark (like most travelers of our day) 
would almost surely have been faithful readers of TIME. 


TIME READERS are a lot better-traveled than most Americans. 
For one reason, they are a lot better off. They own better 
cars. They live in America’s better homes. They take longer, 


better vacations. They have 2% times as much to spend as 


average Americans. 


So it’s no surprise that the readers of TIME are America’s 
most traveled million. Fact is, surveys show that half of 
TIME’s readers often travel by plane (up to now they 
have flown more than 2% billion miles by airline!)—and 
that more Pullman car passengers—prewar cruise passen- 
gers—people who stop in the best hotels—read TIME, pre- 


fer TIME to any other magazine. 


That’s why TrMeE has been a consistent leader in Travel, 
Resort, and Hotel advertising for 10 consecutive years. 


When you plan your postwar advertising campaigns, re- 
member—TIME is tops with people who are going places! 
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Adds Two Accounts 


Cynthia Sweets Company, Bos- 
ton, has placed its account with 
Hirshon-Garfield, New York. Plans 
call for street car and outdoor 
advertising in Maryland, New 
England states and Pennsylvania. 
The U. S. Trust Company of Bos- 
ton has also placed its account 
with Hirshon-Garfield. Newspa- 
pers and radio will be used in New 
England. 


Plans Ad Drive 


Triangle Publications, New York, 
publisher of Click, Official Detec- 
tive, Screen Guide and Stardom, 
has planned an expanded adver- 
tising campaign, using dailies, 
business papers and direct mail. 
Chet Sloane, formerly of News- 
week and Modern Magazines, has 
been named director of promotion 
for the publications. Al Paul Lef- 
ton is the agency. 


Covers BUYERS in Charge 


of Catholic Churche 


FIC Asked to Halt 
Willys’ ‘Steal’ 
of Jeep Market 


Washington, D. C., Feb. 29.—The 
Minneapolis-Moline Power Imple- 
ment Company, one of four com- 
panies manufacturing jeeps under 
contracts with the War Depart- 
ment, appealed to the FTC today 
for immediate action “to prevent 
Willys - Overland Motors from 
stealing the postwar farm market 


with advertising that misrepre- 
sents Willys’ part in developing 
the jeep.” 

At a three-way hearing, during 
which Willys asked the Commis- 
sion to dismiss a complaint filed 
last May, the representative of 
Minneapolis-Moline intervened to 
remind the Commission that the 
company had a stake in the Com- 
mission’s action in the jeep case. 

Minneapolis - Moline, manufac- 
turer of farm equipment, recently 
began to tell its side of the story 
of the development of the jeep in 
more than a score of metropolitan 
newspapers, asserting that the first 
war machine named jeep was born 
at Minne.polis-Moline and christ- 
ened at Camp Ripley, Minn., in 


SERVING ADVERTISERS SINCE 
1907 AT THIS LOCATION 


N OW is the time to lay 


a foundation for more and 
better distribution that will 


get merchandise into Post- 


war inventories fast — and 


for effective re-sale support 


that will move inventories 


faster and faster, creating 


merchandise demand after 


the war. Thats Americas 


real job. Lets start NOW! 


Magill-Weinsheimer Company 


Creative Printers 


Designers and Producers of Merchandising Aids 
1320-1334 S. Wabash Ave., Chicago 5, Illinois 
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1940. The War Department, on 
the other hand, says that the jcep 
was designed in 1938, and first 
built by the American Bantam Car 
Company, Butler, Pa. 


Hits Ad Claims 


In its complaint against Willys, 
the FTC likewise asserted that the 
first jeep was originated by Ban- 
tam in collaboration with certain 
U. S. Army officers. The complaint 
charges that for the purpose of 
aiding and promoting the sale of 
motor cars, the firm asserted, “in 
advertisements and news articles 
that Willys-Overland Motors, Inc., 
in cooperation and collaboration 
with the quartermaster corps of 
the United States Army created 
and perfected the automobile 
vehicle commonly known as the 
jeep; that the designing and manu- 
facturing of the jeep by Willys- 
Overland was a spectacular 
achievement, and that their regu- 
lar passenger motor cars embody 
the same qualities of durability 
and economy as the jeep.” 

In moving dismissal of the com- 
plaint, Willys asserted that the 
Commission had no _ jurisdiction 
since no jeeps were offered for 
sale, and the advertising was not 
intended to create sales. 

Both Minneapolis - Moline and 
Commission attorneys insisted that 
Willys was actually engaged in 
building good will which would 
affect future sales. 

“The respondent may not be 
using this advertising to further 
the sale of jeeps,” the Commission 
attorney admitted, “but unless he 
is looking to the future, why isn’t 
he using the money to buy war 
bonds?” 

The Commission attorney quoted 
from the annual report of Willys- 
Overland, which said that “an ef- 
fort is being made to make the 
names Willys and jeep synonymous 
in the public mind” so that the 
company’s postwar business might 
be built around the jeep. 

“If allowed sufficient time, pro- 
motion by this firm will be so 
harmful it will be beyond the 
power of the Commission to rem- 
edy the situation,” he warned, as- 
serting that used jeeps. were 
already appearing on farms. 


Croshier Heads Ad Club 


Harold S. Croshier of the Ga- 
zette, Schenectady, N. Y., has been 
elected president of the Schenec- 
tady Advertising Club. E. L. Rob- 
inson of the General Electric 
Company publicity department 
and Matthew L. Osterhaudt have 
been named vice-presidents; Irma 
Lemke of Station WGY, secretary; 
and Margaret Warner, treasurer. 


Little on Leave for 


War Finance Activity 


S. George Little, president of 
General Features Corporation, !s 
on leave to act as special con- 
sultant in the war finance division 
of the U. S. Treasury. He suc- 
ceeds Don Bridge, who resigned 
to become advertising director of 
Gannett Newspapers. 

Prior to organizing General 
Features in 1942, Mr. Little con- 
ducted special advertising promo- 
tions for newspapers and was for- 
merly advertising manager of the 
News, Ada, Okla. He has. been 
secretary of the Sales Executives 
Club of New York for the past 
four years. 


“WFODF said he was drvv- 
ing one of those tanks made 
in Flint.” 
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Ads Push Kirkman 
Soap Sales Above 
Plant Capacity 


New York, March 1.—Concen- 
tration of high-frequency news- 
paper advertising in key markets 
where sales gains were most de- 
sired is given major credit for 
pushing demand for Kirkman 
Flakes beyond production ca- 
pacity, Colgate - Palmolive - Peet 
Company’s Kirkman division re- 
ports through the current issue of 
“Advertising Facts,” issued by the 
Bureau of Advertising, American 
Newspaper Publishers Association. 

Use of small-space ads (255 
lines), but inserting them once a 
week and making them stand out 
by the use of distinctive silhouette 
illustrations was, the bureau de- 
clares, “the best way to build con- 
sumer preference and maintain 
continuous demand” for a year- 
round product such as Kirkman 
Flakes. Seventy-five per cent of 
the Kirkman appropriation for 
1943 went into 60 newspapers in 
the 12-state (plus District of Co- 
lumbia) territory covered by the 
company. 

“Newspapers have enabled us to 
concentrate advertising in the spe- 
cific markets where increases have 
been desired,” W. R. Allen, Kirk- 
man’s advertising and sales pro- 
motion manager, declares in con- 
cluding the report. “What’s more, 
they have helped us reach the 
largest possible number of con- 
sumers with frequent, impressive 
messages. And without exception, 
every newspaper on our list rallied 
the grocery trade behind Kirkman 
Flakes by promoting the business- 
building value of our campaign.” 

As a result, Mr. Allen said, 
Kirkman’s “advertising program 
in 1944 will be essentially the 
same,” except that new markets 
will be added and expenditures 
increased. 

Newell-Emmett Company, New 
York, placed the Kirkman copy. 


Roma Wine Opens 
$2,000,000 Campaign 


One of the most aggressive ad- 
vertising campaigns in the history 
of the wine industry has been 
scheduled for this year by Roma 
Wine Company, Fresno, Cal., with 
approximately $2,000,000 to be 
spent for radio, national maga- 
zines, newspapers, outdoor posters, 
trade publications and dealer aids. 
Every piece of all visual advertis- 
ing is slated to carry the R-Man 
Wine Steward trade character. 

R-Man_ display pieces have 
been distributed to Roma dealers 
throughout America without cost, 
enabling them to tie in with Roma 
advertising in other media. 


Fox Joins Buchen 


Willard M. Fox, formerly re- 
search director for Newsweek, has 
been named research director of 
The Buchen Company, Chicago. 
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Titterton to Compton 


Lewis H. Titterton, for the past 
ten years with NBC in New York, 
the last eight of which he was 
manager of the script division, has 
resigned to become assistant head 
of radio for Compton Advertising, 
New York. 


Names McConnell 


Bernard Beverages Ltd., Toronto, 
has named McConnell, Eastman & 
Co., Toronto, to direct advertising 
of Vernor’s ginger ale and Kleco- 
cola. 


Chiffon Flakes to 


Open Year's Drive 


Chicago, March 2.—A 12-month 
newspaper campaign in Chicago 
and New York markets will be 
launched next week by Armour & 
Co. in behalf of Chiffon Flakes 
soap powder, which is distributed 
through chain and independent 
stores. The product has been on 
the market for four years. 

Insertions of 350, 500 and 700 
lines have been scheduled for the 


¥: 
oe 


New York News and World Tele- 
gram, the Newark News, and the 
Chicago Daily News and Herald- 
American. New York subway 
cards will also be employed. A 
combination of spot announce- 
ments and participating programs 
on Stations WOR and WEAF, New 
York, and WBBM and WMAQ, 
Chicago, got underway Feb. 21. 

Foote, Cone & Belding directs 
the account. 


To Boost Red Cross 


Hygienic Products Company, 
Canton, O., will boost the Red 


Cross drive for war funds in two 
March advertisements which will 
appear in national magazines and 
newspapers. Lewis & Gilman, 
Philadelphia, is the agency. 


For Signs of 
the Future 
Look to— 


21 BROOKLINE AVENUE, 


THE YANKEE NETWORK’S 
A late 


To talk long distance you — 
still have to go through the § 


HAT'S elementary. We only mention it 


because the same 
You have to go throu 


thing is true in radio. 
gh a local hometown 


station to reach the mass of retail buyers 


in a given area. 


New England is network territory. Long 
distance selling via two or three stations 
does not reach the real New England — 


the 21 important city 


and suburban areas 


comprising the 2,055,010 radio homes. 
Yankee's 21 hometown stations do reach 
this market as a whole, with direct impact 


in every spot where c 


oncentrated popula- 


tion means concentrated buying power. 


Each station is a 
local enterprise, prod 


strongly intrenched 
ucing for local mer- 


chants and possessing the respect and 
good will of the very dealers whose coop- 


eration you seek. 


You can turn a cold reception into a 
warm welcome by talking to these people 
through their own hometown stations — 
the 21 locally accepted stations of The 


Yankee Network. 


Member of the Mutual Broadcasting System 


BOSTON 15, MASS. 


THE YANKEE NETWORK, inc. 


EDWARD PETRY & CO., INC., Exclusive National Sales Representative 
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Pederson to Blue 


Elmer D. Pederson, formerly na- | 
tional sales representative for Sta- | 
tions KECA and KFI, Los Angeles, | 
has been named merchandising 
and sales promotion manager of 
the Blue Network Company in | 
Hollywood, succeeding Kevin. 
Sweeney in the post of sales pro-| 
motion manager. The latter has! 


been commissioned an ensign in| 


the Navy and is stationed at the 
University of Arizona. 


States Boost Ad Funds, 
Emphasize Postwar Plans 


Several Ready Copy 
for Resumption of 
Tourist Promotion 


(Picture on Page 63) 


By JOHN B. MILLER 


Chicago, March 2.—Modest_in- 
creases by some states for adver- 
tising and promotion, uninter- 
rupted activities by others despite 
the war, and growing emphasis on 
postwar plans provided the high- 
lights this week of an ADVERTISING 
AcE survey of 1944 state adver- 
tising. 

Some states, of course, have 
locked up shop for the duration, 
as far as advertising goes. But 
the effort to maintain consumer 
markets for crops and attract new 


industries continues, and pros- 


pective tourists are being reminded 
by many communities that they 
will be welcome when travel is 
again unrestricted. 

One of the most consistent state 
advertisers, Maine, plans to step 
up its use of magazine and news- 
paper space this year, and will 
have a record-breaking fund for 
its advertising and promotion of 
potatoes. 

Through the Maine Development 
Commission, the state will invest 
about $50,000 of its $170,000 an- 
nual legislative appropriation for 
promotion of agriculture and sea 
foods, booklets, movie films, etc. 
Its publication space, accounting 
for $65,000 in the year preceding 
the war, was slashed to $32,500 
last year but is being boosted to 
$58,500 this year. 

In addition, Maine’s potato tax 
money, which amounts to around 


With MILL & FACTORY 


You JUST CAN’T MISS the Men Who Count! 


1 Every workday over 1200 salesmen of industrial 
machinery and equipment are calling on the most 
important plants in American industry. They are the 
salesmen of industrial distributors - and they are also 
MILL & FACTORY ’s circulation men. As industrial 


distributor salesmen... 


3 ... with these key executives helping them 
solve all manner of production and maintenance prob- 
it’s no wonder these industrial distributor sales- 
men know just who has the “final say” 


lems... 


ment. It’s no wonder they can select just the right men 
only that... 


to receive MILL & FACTORY. Not 


5 ... with the distributor paying for every 
copy, it’s to his own interest to keep MILL & 
FACTORY ’s circulation list constantly up to date. That 
is why your advertising message in MILL & FACTORY 
just can’t miss the men who count. That is why MILL 
& FACTORY is “tops” as an advertising buy! 


Here’s Why . 


2 ... they have the entree to every plant in 
their area — something never given to subscription can- 
vassers in times like these! Calling once a week or 
oftener, these distributor salesmen are intimately 
acquainted with the buying set-up... 


the key executives 


..in each plant. Working shoulder to shoulder... 


in every depart- 


4 ... but when there‘’s a change in personnel 
..a new Works Manager, Production Superintendent, 
or Chief Engineer .. 
about the change immediately. And-they report the 
change at once so that the very next issue of MILL & 
FACTORY reaches the right man. No deadwood on 
this circulation list! 


. these distributor salesmen know 


POP ics 


Conover-Mast Corporation 205 East 42nd Street, 
New York, 17; 333 North Michigan Avenue, Chicago, 1; 
Leader Building, Cleveland, 14. Duncan A. Scott, West 
Coast Representative, San Francisco, 4, Los Angeles, 15. 
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$100,000 annually, this year will 
total $110,000, the largest fund 
since the campaign was launched. 
Promotion will include newspa- 
pers, radio and point-of-sale dis- 
play pieces. The state also will 
spend about $10,000 for industrial 
advertising. 

Vermont, whose legislative ap- 
propriation is $45,000 per year, has 
a slightly smaller sum for the year 
ending June 30, but its actual 
advertising schedule is somewhat 
larger than in former years since 
it has halted some other activities 
because of war conditions. The 
state’s Department of Natural Re- 
sources expects to spend $21,000 
this spring and early summer, 
about $8,000 in magazines. The 
majority of the state’s activities 
are aimed at keeping Vermont’s 
attractions in the minds of the 
traveling public. 

Although no definite action will 
be taken before late March or 
early April, Governor Edge of 
New Jersey has recommended a 
$50,000 advertising appropriation 
for the fiscal year starting July 1. 
During the 1943-44 year, $41,000 
has been available to promote 
these projects: recreation, agricul- 
tural products, industrial develop- 
ment, residential real estate, and 
educational advantages. 


Co-Sponsors Help 


In each case the New Jersey 
council asks cooperating groups to 
serve as co-sponsors of these pro- 
grams and to contribute funds, 
when possible, equivalent to the 
council allotments. The council 
funds are not matched in full in 
some cases, but in others the 
groups contribute more than the 
state allotment. Besides the five 
major projects, New Jersey is 


a0 1) 2 y J ny Je, Vid 0, 
making a special effort to stimu- 
late pride in the state on the part 
of New Jersey residents. 

Typical of action by local resort 
cities is the decision of Ocean City, 
N. J., to alleviate travel difficulties 
by confining its advertising this 
summer to nearby cities. Gasoline 
rationing and train congestion 
demonstrated last year that copy 
placed too far from the resort 
center failed to attract visitors, 
With a slightly reduced schedule, 
Ocean City plans to advertise this 
summer in newspapers in such 
metropolitan centers as New York 
City, Washington, Philadelphia, 
Baltimore and Wilmington, Del. 

New York’s program for the 
fiscal year starting April 1 is still 
in the process of formation and 
will depend upon funds made 
available in the state budget now 
under consideration by the legis- 
lature. Gov. Thomas E. Dewey 
last month recommended an ap- 
propriation of $150,000 for state 
travel, recreational and industrial 
promotion, which would be spent 
by a newly-created Department of 
Commerce. If it goes through, the 
Empire state will be back among 
the leaders. The amount it spent 
advertising and publicizing the 
state’s recreational and vacation 
facilities was cut considerably last 
year, when a limited summer cam- 
paign was run in newspapers, 
Before the war, New York used 
all newspapers in the state, many 
outside the state, and some na- 
tional magazines. 

Convinced that its previous in- 
vestments in advertising must be 
protected for the postwar years, 
Pennsylvania has budgeted $70,000 
for recreational copy during 1944 
and $50,000 for industrial adver- 


tising. 


In the prewar year of 1941, 
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“FARGO, N.D. ... 5000 WAT . 
_ FREE & PETERS, NATIONAL REPRESENTATI 
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licity Commission, which plans no 
advertising for the present year, 
nevertheless has just completed a 
detailed inventory of Ohio’s re- 
sources which it hopes will be 
useful in helping solve postwar 
problems of agricultural and in- 
dustrial interests. Representatives 
of these groups cooperated with 
state officials in assembling the 
material. This and other postwar 
problems are expected to occupy 
full time of the commission staff 


until advertising can be resumed. |. 


The postwar vacation is the| © 


chief sales point now being em- 
phasized by Virginia, through a 
small campaign in newspapers and 


magazines. The Conservation Com-| | 


mission, which handles state ad- 


vertising, also is distributing book-| &_ 
lets, folders and motion pictures. | | 


While activities are curtailed now, 
the state officials expect to engage 
in a more extensive program after 
the war. 


Meeting in special session, the 


Michigan legislature recently 
boosted the state’s advertising 


appropriation from $155,000 to|) = 


$180,000 annually. Of the new|’ 


fund, $20,000 is to be turned over 
to each of the state’s four regional 
tourist associations, and $5,000 is 
to be given to a newly-created 
Michigan Tourist Council for ad- 
vertising of the entire state. A 
$50,000 fund is earmarked for 
advertising and promotion of 
Michigan agricultural products. 

North Carolina, which in 1937 
inaugurated its first systematic 
advertising program to attract 
tourists, develop industry, and win 
over homeseekers and farmers, has 
a total appropriation of $85,015 for 
the current biennium closing June 
30. This amount is allocated to 
advertising from a joint $121,056 
appropriation for the divisions of 
commerce and industry, and state 
advertising. 

While the state is making no 
attempt to promote tourist travel, 
it has been and will continue to 
use a limited amount of space in 
newspapers and magazines to keep 
tourists reminded of North Caro- 
lina’s attractions. Primary inter- 
est during the war period has 
been focused on industrial devel- 
opment, and the state Department 
of Conservation and Development 
also has conducted a limited agri- 
cultural program seeking to attract 
Mvestors and farmers. 

State advertising, the depart- 
ment declared in its most recent 
biennial report, has demonstrated 
its usefulness in wartime “and 
does much to promote future de- 
velopment and growth, as well as 
lo bring increased industrial activ- 
ity in the state.” It credited the 


A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


*ladependent Survey of Providence Bulletin 


Register 


A “SHINING” EXAMPLE OF TRUTH 


42 tena 


Engineers and archife¢ts jt¢il /us that Amer- 
As Harlow Wilcox would say, “Fibber boasted that WKY has the country’s salads aah a he transmitter 
finest transmitter—but you know how Fibber is—but when I saw WKY ’s new building is under gon for ; 


’ Wh leted, 
transmitter building I said to myself, ‘well, old boy, now you've seen every- — ere 


vertical 
thing’ Beauty, size, convenience, comfort, eye-appeal. What a spot to demon- 


strate that easy, quick-acting surface-protecting brilliance of Johnson’s wax. 
No other wax is good enough for so fine a floor, and vice versa. It’s sure a 
great break for Fibber and Molly and the Johnson Wax folks that when WKY's 
new transmitter is completed, the Oklahoma City station most people listen 
to most of the time will reach thousands of NEW listeners.” 

Right now Fibber McGee and Molly have a 39.2 Hooperating on WKY 
—a national rating of 33.6. Chalk up 5.6 to WKY’s brilliant record of audi- 
ence loyalty. 


KY’s 910-foot 
with WKY’s 


antenna f 
d give sponsors a 
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The Daily Oklshoman and Times 2% The Farmer - Stockman 
KVOR, Colerade Springs. ye KLZ, Denver (Afilisted Mgmt) 
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war opportunities. Included are 
adequate research, publicity, co- 
operation with municipal and re- 
gional groups in formulating post- 
war projects and a comprehensive, 
sustained advertising campaign. 
Appropriations for these purposes 
are expected to be greatly in- 
creased. 

New Mexico, which spent $75,- 
000 in the last prewar year, has 
suspended all advertising activi- 
ties, but it hopes to be back in the 


MILLIONS 


NOW SPENDING 


BILLIONS 


And wise advertisers are reaping fortune 
from this convenient market. Perhaps 
you've been overlooking the 7-billions 
spent yearly by American Negroes. Then 
you'll be surprised how easy it is to cover 
these spending millions at a cost so low 
it's a shock. Drop a line to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and we'll 
send you some startling, profit-revealing 
facts. 


naticnal limelight as soon as the 
war is won. 

Both dairy products and vaca- 
tion spots will be promoted this 
year by Wisconsin. The appropria- 
tion for recreational advertising 
has been trimmed from $75,000 
annually to $30,000 for the current 
year and $45,000 for the 1944-45 
fiscal year. Magazine and news- 
paper advertising will be con- 
tinued on a less extensive scale, 
and outdoor advertising will be 
omitted. Literature on hand will 
be distributed, but no new mailing 
pieces are planned. Tourist ad- 
vertising is handled by the Con- 
servation Department, with the 
Department of Agriculture han- 
dling a separate campaign promot- 
ing cheese and other dairy prod- 
ucts. 

Without the aid of legislative 
appropriations, the Greater North 
Dakota Association and Montanans, 
Inc., will conduct limited cam- 
paigns this year. Plans of Mon- 
tanans, Inc., are still in the forma- 
tive stage but probably will be 
completed soon. It also will co- 
operate in the campaign, greatly 
reduced, of the Pacific Northwest 
Tourist Association. 

The Greater North Dakota As- 


sociation has $10,000 available for 
tourist and travel publicity and 
also will join in the Pacific North- 
west Tourist Association campaign. 
Plans are being made now for ad- 
vertising to attract tourists when 
the war is over. The legislature, 
although it has voted no funds for 
direct advertising, appropriated 
$30,000 for a committee to study 
postwar planning projects. Its 
recommendations to the lawmak- 
ers are expected to result in some 
advertising. 

Colorado is limiting its advertis- 
ing right now to product promo- 
tion, but plans a campaign em- 
bracing magazines, newspapers 
and radio if travel restrictions are 
eased any time within the 1943- 
45 biennium. If not, the fund will 
be saved for an extensive cam- 
paign after the war. Its publicity 
committee has a $50,000 appro- 
priation for the biennium, half of 
the previous fund. 

The Utah Department of Pub- 
licity and Industrial Development 
is going along on a day-to-day 
basis, sending out several small 
pamphlets and booklets. 

Idaho, with a bumper 1943 crop 


of potatoes and onions, spent $90,- 


Fort Wayne—INDIANA’S 2nd LARGEST MARKET 


The world is waiting for 
the things that Fort Wayne makes 


Postwar work is assured 


When present war contracts are completed . . . and when the job is over 
. » » Fort Wayne factory workers seem to have every possible assurance of 
continued steady work. For the nation-wide need for products they for- 
merly made is building up an enormous backlog of consumer orders. 


Washers and ironers, refrigerators, radios, oil burners, water softeners 
are but a few of the things produced in Fort Wayne that will be needed in 
the four million new homes to be built in America when war is ended. 
Replacement alone forms a great potential market. 
be busy also . . . hosiery manufacturing is big industry in Fort Wayne. 


In commerce and industry, Fort Wayne is a national source of supply for 
motor trucks and trailers, gasoline pumps and filling station equipment, 
electric motors, wire coils, piston rings, railroad car wheels, plumbing sup- 
plies . . . these are but a few of the greatly diversified products that Fort 
Wayne factories will resume making in its normal way. 


Fort Wayne factory workers are assured of steady jobs tomorrow! 


NEWSPAPER COVERAGE 


The News-Sentinel is delivered every afternoon, six days a 
week, by carrier to 97.8% of all homes in Fort Wayne. 


' Che News-Sentinel | 


Gort Wayne's “Good Evening” Newspaper 
FORT WAYNE, INDIANA 


REPRESENTATIVES: ALLEN-KLAPP CO. © NEW YORK - CHICAGO - DETROIT 


The hosiery mills will 


000 last year, the funds coming 
from a tax of one-half cent per 
100 pounds on these two products. 
The new crop is expected to be 
above normal, too, but the Idaho 
Advertising Commission is bud- 
geting its advertising activities on 
an expected fund of $70,000. To 
advertise the two crops and fur- 
ther the industries, the commis- 
sion this year will use newspapers, 
trade publications, pamphlets, ban- 
ners, recipe folders, and menu 
tip-ons. ‘ No advertising is used 
within the state. 


Tourist Copy ‘Out’ 


Attracting tourists is “out” as 
far as the Washington State Prog- 
ress Commission is concerned, 
but it has swung over to other 
worth-while activities. Its 1943-45 
appropriation from the state gen- 
eral fund, $125,000, is just half of 
the amount voted for previous bi- 
ennial periods. The commission 
has sought to inform the large 
number of service men now in 
training in Washington about the 
advantages of the state, as well as 
to sell new residents drawn to the 
West Coast state as war workers. 
More than 5,000,000 postcards 
in natural color, portraying scenic 
beauties of the state and boasting 
of its resources, have been pro- 
vided for use of men and women 
in the service in writing home. 
Booklets have been distributed 
widely, both to future travel pros- 
pects and new residents. 


Travel Copy Is Ready 


Rough proofs for postwar use 
are already prepared and when 
conditions permit travel advertis- 
ing will be resumed by the com- 
mission in magazines and news- 
papers. Space in these media 
accounted for approximately $70,- 
000 a year prior to travel restric- 
tions. 
The Washington commission re- 
cently started a campaign ad- 
dressed to industry, via Chemical 
and Metallurgical Engineering, 
pointing up the state’s resources. 
The progress commission cur- 
rently is engaged in surveying the 
possibilities of state aid in laying 
plans for international commerce 
after the war — particularly with 
China and the Far East. Steps to 
be taken have not yet been de- 
termined. After the war, how- 
ever, the commission expects 
travel promotion to remain a basic 
activity,employing magazines, 
newspapers, outdoor advertising, 
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On the Washington food front, 
the industry-financed Washington 
State Apple Advertising Commis- 
sion and Dairy Products Commis- 
sion likewise are active. Advertis- 
ing of apples alone accounts for 
a $225,000 annual expenditure. 


California in Forefront 


While California appropriates no 
state funds to support community 
tourist organizations, Southern 
California proclaims itself as the 
oldest continuous community ad- 
vertiser in the nation. Its first 
campaigns were launched in 1921 
with creation of the All-Year Club 
of Southern California, non-profit 
organization supported by both 
public tax funds and private con- 
tributions of industry. During the 
23 years of its operation, tourist 
volume has mushroomed from 
200,000 in 1921 to 1,800,000 in the 
year before Pearl Harbor. 

Interests of central and northern 
California are upheld by Cali- 
fornians, Inc., which is telling the 
nation in current magazine copy, 
“Don’t Come to San Francisco 
Now” (AA, Jan. 31). The state’s 
promotion also is supplemented by 
such regional groups as Mission 
Trails, Shasta Cascade Wonder- 
land and Redwood Empire As- 
sociation, all supported by local 
funds. 

The All-Year Club’s current 
budget is set at $250,000, a 30% 
reduction from the immediate pre- 
war annual fund. Its entire cam- 
paign is aimed at bringing about 
a quick postwar restoration of 
Southern California’s annual $200,- 
000,000 tourist income. 

The organization will spend 
$150,000 this year in national 
magazines and newspapers in key 
markets. Other means of stimu- 
lating postwar interest in the area 
include publicity articles, colorful 
brochures and other literature. 

The theme of this campaign is 
the story of “How a Playground 
Goes to War,” with copy describ- 
ing how copious sunshine enables 
aircraft companies and other de- 
fense industries to work in the 
open, how the climate permits 
year-around tests necessary to 
plane production, the contributions 
of the citrus industry, and the mak- 
ing of training and morale movies 
by the film industry. The program 
cooperates with the government 
on two fronts: it awaits the post- 
war era to stimulate travel, and it 
suggests the purchase of war bonds 

oday earmarked for a _ postwar 


booklets and other direct mail. 


“Victory Vacation.” 


WTAG eeacues NEW HEIGHTS 
with its Listening Audience 


C. E. HOOPER Station Listenifg Index 
December, 1943 — January, 1944 


— TIME WTAG 


STATION B| STATION Cj STATION 0} OTHERS 


y MORNING INDEX 
MON. thru FRI 
8:00 - 12:00 A. M. 


47.1 


9.2 13.4 26.4 | 3.9 


AFTERNOON INDEX 
MON. thru FRI. 
12:00 - 6:00 P. M. 


52.8 


15.0 | 51 


EVENING INDEX 
SUN. thru SAT. 
6:00 - 10:00 P M. 


Central New England stands apart 
a major market with major audience domination by 
one radio station — WTAG. The listening preference 
of this humming, vital war industry market has long 


been centered on WTAG. Now 


capita, and $952 in Savings per 
C. E. Hooper Dec.-Jan. 


PAUL H. 


Worcester’s effective buying income of $1408 per 


Index to indicate WTAG’s 
even stronger position. WTAG’s Worcester audience 
is not alone greater than that of any other single 
station, but larger than that of all the other stations 
put together for the day’s average. 


more than ever as 


on the heels of 


capita, comes the s > 


WTAG . 


seaiae 
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Wrigley Salutes 


- Teachers in New 


WartimeCampaign 


{Picture on Page 63) 
Chicago, March 1.—The Wm. 
Wrigley Jr. Company, with a long 
record of advertising support in 
pehalf of worthy wartime organi- 
zations, this month will salute 
America’s teachers in a_ special 
campaign. 

Using general and parents’ mag- 
azines, car cards, three-sheet post- 
ers, state and national teachers’ 
publications, and network radio, 
the gum manufacturer will tell the 
public that: “America’s teachers 
are doing important work. They’re 
helping our youngsters get ready 
to carry on tomorrow ... all that 
we are fighting and working for 
today.” ; 

Copy is accompanied by a paint- 
ing of a little girl’s head, sym- 
bolizing all school children, with 
advertising limited strictly to 
reproduction of a package of Wrig- 
ley’s Spearmint gum. 

The company, which has paid 
tribute to war workers, farmers, 
American women, the Wacs and 
Waves, Red Cross and other 
groups, said figures show that the 
United States is short some 200,000 
teachers and _ teacher training 
schools are down 60% in enroll- 
ment. 

Car cards throughout the coun- 
try will be localized to the state 
in which they appear—with the 
headline starting off “New York’s 
teachers,” “California’s teachers,” 
etc. The special campaign will 
have five of the daily 15-minute 
“American Women” programs over 
CBS devoted to dramatizing the 
‘services of teachers. 


R. E. McGreevy Joins 
Majestic Radio 

R. E. McGreevy, formerly gen- 
eral manager of the Zenith 
Radio Distributing Corporation, 
has joined Majestic Radio & Tele- 
vision Corporation, Chicago, which 
has decided to form a new, wholly- 
owned subsidiary company to deal 
solely with distribution and mer- 
chandising in the Chicago market. 
Outside of Chicago Majestic will 
continue its policy of distribution 
through independent distributors. 
The Chicago company will be used 
to test new sales and advertising 
techniques. 


Sponsors CBC Show 


| Tip-Top Tailors Ltd., Toronto, 


is sponsor of a new weekly pro- 
gram, “Riches to Rhythm,” Mon- 
days from 8:30 to 9 p. m., EDT, 
n the full Canadian Broadcasting 
Corporation Dominion network. 
stman Ltd., Toronto, is the 
bgency, 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
Samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 
and Printing—all under 
NE roof. Phone or write to 


The Faithorn Corporation 
Sherman St., Chicago 
Phone WABash 7820 


Employe-s of The Faithorn Corporation 
subscribed 100% for Defense Bonde * 


Withrow to Hartman Group Appoints Hill 


Earl Withrow, for 10 years chief The Youth Group, composed of 
= the a ee of| American Girl, Boys’ Life, Open 
tation JJD, Chicago, has re-|Road for Boys, Young America , : 
signed, effective March 1, to be-|and Young Catholic Messenger, Corporation, Chicago, 


Heads Certain-teed 


Hector J. Dowd, executive vice- 
president of Certain-teed Products 
has been 


51 


elected president of the company 
and the office of executive vice- 
president has been abolished. He 
has been with Certain-teed since 
1929. 


come head of the radio department | has named Hill Advertising, Inc., 
of George H. Hartman Company,} New York, to handle its account, 
Chicago agency. effective April 1. 


Shumway to WHKY Burgess Moves 


M. H. Shumway, formerly ad-| Will Burgess & Co., New York, 
vertising manager of the News-/direct mail agency, has moved 
Topic, Lenoir, N. C., has been|from 52 Duane St. to 160 Fifth 
named manager of Station WHKY,| Ave. The new telephone number 


Hickory, N. C is Watkins 9-2720. 


RADIO-CRAFT 25 WEST BROADWAY NEW YORK 7,N. Y. 


Where do people get 


most of their information... 
about RATIONING, for example? 


Broce en eennecncassonewnenceneewesensaseosasane 


Few people know more about consumers’ 
grocery buying habits than the operators of super- 
markets. Few are better equipped to judge 


how well informed consumers are on such a vital subject as rationing. @ That’s why 


there’s special significance in what Myer B. Marcus, vice-president 


of Food Fair Stores, Inc., who helps manage dozens of supermarkets, had to say 


to Philadelphia’s Poor Richard Club when he was asked: “Do the majority 


of housewives buying at food stores understand the point-rationing system?” 


“The patrons of supermarkets have always been the type of 
consumers who read the newspapers...Most of our regular 
customers read newspaper advertisements. Therefore we find 
that the average customer does understand rationing and 
grasps it very readily...Newspapers plus national adver- 
tisers plus the advertising of local merchants have done a 
very good job along that line.” 


Mr. Marcus is by no means the first to recognize the unmatched 


power of newspapers...and newspaper advertising...to convey 


to the people full information on even the most complex 


wartime problems. @ The fact is that people get most of their 


information...and most of their wartime guidance...from 


newspapers. And the place where people get most of their information 


is naturally the best place to inform them of your 


products and services, your wartime activities and postwar plans. 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A., is published by The Cleveland Press in the interest of all newspapers 


ag 
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“Widder Brown’ 
Leads in Hooper 


Daytime Report 


New York, March 2.—The Feb- 
ruary daytime “Hooperatings,” 
compiled by C. E. Hooper, Inc., re- 
ports an average daytime program 
rating of 5.3, up 0.1 from the last 
report and down 0.8 from a year 
ago. Average sets in use are re- 


To Reach Farm Women— 


reach tne 14,000 Offi- 
cial Women Field 
Leaders — Home Eco- 
nomics Teachers and 
Home Demonstration Agents 


who influence buying practice 
for improvement of Home and 


Write for data. 
29,000—CCA 


Farm. 


CHICAGO 2~ 


ported at 16.9 up 0.6 from the 
last report and up 1.1 over a year 
ago. Average available audience 
is 73.2, up 0.8 over the last report 
and down 2.4 from a year ago. 

Young Widder Brown leads the 
list of “top 10” daytime programs, 
followed by When a Girl Marries; 
Portia Faces Life; Big Sister; Kate 
Smith Speaks; Backstage Wife; 
Stella Dallas; Right to Happiness; 
Romance of Helen Trent and Ma 
Perkins. 

The subscriber program with 
the highest sponsor identification 
index is Ma Perkins (NBC) with 
78.2; misidentification was 5.4; 
those who didn’t know sponsor 
totaled 16.4. Subscriber program 
with largest number of women 
listeners per set is Woman of 
America, with 1.31; largest num- 
ber of men listeners per set is 
Front Page Farrell, with 0.38; and 
Jack Armstrong, with 1.37 draws 
the largest number of children 
listeners per set. 


Wilson to Lamb 

Lyman C. Wilson, formerly of 
N. W. Ayer & Son, has been named 
production manager of the James 
G. Lamb Company, Philadelphia. 


Knowlton Joins 
MacFarland as V. P. 


Howard G. Knowlton has joined 
MacFarland, Aveyard & Co., Chi- 
cago, as vice-president and ac- 
count execu- 
tive. For the 
past four years 
he has_ been 
vice - president 
of Decorators 


Wall Paper 
Company, St. 
Louis, in 


charge of sales 
and sales pro- 
motion, and 
was previously 
vice - president 
and general 
manager of Shattock & McKay, 
Chicago printer. 

Mr. Knowlton has written nu- 
merous articles, including studies 
on direct advertising, under the 
name “Pat Kay.” 


Joins Mischka Co. 

R. W. Anderson, formerly with 
Russell T. Gray, Inc., and the 
Link-Belt Company, has joined 
Z. H. Mischka Company, Chicago. 


H. G. Knowlton 


Full-Page Ads 
Lift Morale of 
Plant Employes 


Chester, Pa., March 1.—To 
offset homesickness among several 
hundred war workers living in 
Highland Gardens, privately owned 
Chester housing development, 
news of their activities and social 
doings is being published weekly 
in the Chester Times in page space 
purchased by the Wilmington Con- 
struction Company, builder of the 
recently opened project, which 
includes 784 homes. 

Abner J. Gelula & Associates, 
Atlantic City public relations con- 
cern handling the Wilmington 
Construction Company account, 
sponsored the idea of mastheading 
the page “Highland Gardens Sen- 
tinel.” The response is reported 
to be excellent, particularly in 
stimulating the interest of newly 
arrived workers in their new 
locale. 

Liberal use of cuts with accent 
on war heroes and youngsters cele- 
brating birthdays, combined with 


@ “It is dignified, has an air of quality, is easy to read, 
and makes a strong display that nothing can beat. We’ve 


tried many faces, but always return to this one. The 
other ATF design— Bank Script—was chosen because it 
has a brilliant grace and sparkle that combines well with 
Ultra Bodoni. It is as attractive as hand-lettering and 
more economical when used for so many headlines which 


may be changed momentarily.” 


You’ve made a point, Mr. Ritter. ATF types are prac- 
tical, in saving time and expense, without sacrifice of 


rich expressiveness, eye 
blend beautifully wit 


opping value, and ability to 
I sorts of body types. ATF 


faces were created by men who knew an art director's 
problems as well as his aims and desires. There is 
always one or more ATF type faces that will solve any 


problem of typographic design. 


AMERICAN 
TYPE FOUNDERS 


200 ELMORA AVE., ELIZABETH 3,NEW JERSEY 


‘dp ‘ee 


Drv B.. bWbnan & Cra, 
SATE Ultra Bodoni has 


been proved best” 


says LEWIS RITTER 


This advertisement is set in 
Bank Script, Ultra Bodoni, 
and Bodoni Book. 


Art Director 


Have you a copy of the ATF Red Book of Types? If not, 
send for one on your company letterhead. Also, single 
page showings including complete alphabets of the fol- 


lowing and other ATF faces. 


Stymie Bold Condensed 


BALLOON LIGHT 


Bernhard Modern Bold 
Spartan Medium Lydian Bold Italic 
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SALTINES "ON pispiay AT YOUR Croce 


TRIPLE GUARANTEE — Both Carr's 
Saltines and graham crackers carry a 
triple-your-money-back guarantee in a 
new campaign using newspapers and 
spot radio in central Pennsylvania, 
Lynn-Fieldhouse, Wilkes-Barre, Pa, 
handles the J. B. Carr Biscuit Co, 


account. 


two columns of social chit-chat 
and numerous double - column, 
bold type leads, makes the page 
attractive. 

All of the 500 residents receive 
the paper each Saturday afternoon 
with the “Sentinel” page printed 
on Page 1 of the break-section and 
then reversed so that it becomes 
Page 1 of their “own” paper. 
Running consecutively with the 
Saturday “Sentinel” as well as 
through the week are display ads 
announcing advantages of homes 
in Highland Gardens. Built with 
government cooperation, the houses 
were rented until restrictions were 
lifted and 121 dwellings in a new 


‘Calling All Girls’ 
Boosts Circulation 


Circulation guarantee of Calling 
All Girls, New York, has been 
increased, effective with the cur- 
rent issue, from 400,000 to 500,000, 
net paid ABC yearly average. 
Less important magazines issued 


pended and their paper allotments 
transferred to Calling All Girls, 


Advertising rates will be in- 
creased to $850 for either a roto- 


four color Benday letterpress. Ad- 
vertisers placing orders during 
February are protected at current 
rates through the December, 1944, 
issue. 


Predicts 25°, Cost 
Rise for Postwar Cars 


Prices of postwar automobiles 
will be at least 25% higher than 
prewar levels, Harry M. Williams, 
president of the Automobile Mer- 


has predicted. He pointed out that 


creased labor and material costs 
will necessitate a sharp increase In 
the retail prices of the first models 
to come off the assembly lines 
after the war. . 
“These cars,” Mr. Williams said, 
“will be replicas of the 194 
models with minor changes, owing 


would dwarf the industry’s peak 
year of 1929 when more tan 
5,000,000 units were sold.” 


ad 


Exceptional Opportunity for 


EXCEPTIONAL 
COPY-WRITER 


offered by one of Pacific 
Coast’s largest advertising 
agencies. 


The man who proves him- 
self in this job will later 
be given the opportunity 
to acquire an interest ™ 
this business. All replies 
confidential. Our staff 
knows this advertisement 
is being run. Box 4612, 
Advertising Age, 100 E. 
Ohio St., Chicago 11, Tl 


section were placed on sale Feb. 1. 


by the publisher have been sus-] be 


gravure page or a full page in}; 


chants Association of New York,|! 


continuation of high taxes and in-|¥: 


to the huge consumer demanej, 
which even at the present time), 


Adv 


which was started 2% years ag.|N, w 
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Aluminum Grants 


‘Forbes’ Names Two 


Frank H. Burns, vice-president 


“_q | of Forbes, New York, has been 
— Approved by WPB ane director of advertising and 
_ public relations, and Richard E. 
a for Model Tests Kline, business manager, has been 
tori Washington, D. C., Feb. 29.—|mamed a vice-president of the 
i WPB omalale confirmed last week | ™@8azine. 

that small quantities of aluminum rng = ~ 

have been released to a wide va- McGeehan to RAC 


riety of peacetime consumer goods 
producers for experiments in post- 
war models, but the grant is com- 
pined with an agreement against 
immediate use of sales or promo- 
tion advertising. 


Martin J. McGeehan, formerly 
with Station WIND, has joined the 
Chicago office of Radio Advertis- 
ing Company, station representa- 
tive. 


McCall Readership 
Division Outlined 
by Don Saunders 


New York, Feb. 29.—McCall 
Corporation’s division of reader- 
ship research during the past ten 
years has spent more than $500,- 
000 as part of an all-out program 
for testing the readership “pulse,” 
Don Saunders, director of the di- 
vision, told members of the As- 
sociated Business Papers here last 


week. Established in 1934 as a 
product improvement job, the divi- 
sion maintains a network of inter- 
viewers who monthly go into the 
field to check reader reactions to 
articles in general magazines. 

Mr. Saunders pointed out that 
it costs an average of $300 to put 
an interviewer into the field and 
that the latter does from eight to 
ten interviews a day. Final read- 
ership figures, he said, are re- 
vealed only to the company’s 
editors and top management execu- 
tives. 


53 
Legg Joins F&S&R 


Allen Legg, formerly copy chief 
of M. H. Hackett Company, has 
joined Fuller & Smith & Ross Inc¢., 
New York. 


MULTIGRAPHING—FILLING-IN 
ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8655 


Under a WPB policy adopted 
several weeks ago, the aluminum 
is granted to individual companies 
for experimental use on a special 
application to the aluminum divi- 


Carr's | sion. But the division has adopted 
rry a | the ban on sales promotion as a 
in a | protection to firms which will be 
; and | tied up in war production. 

vania, ¢ The government has been rela- 


Pa, | tively generous in approving these 
+ Co, | grants, so long as the firms agreed 
not to divert manpower, technical 
skill or facilities from the war ef- 
fort, or distribute such models for 
the purpose of promoting sales or 
creating consumer demand. 

Much of the experimental work 
with aluminum for postwar prod- 
ucts is in electrical equipment, but 
the metal is going into furniture, 
filing cabinets, foils and food 
wrappers, kitchen equipment, lawn 
mowers, cooking utensils, ladders, 
and even structural shapes to re- 
place steel in buildings. 

A surplus of aluminum for war 
production began to develop last 
fall, and several aluminum “lines” 
have been shut down. Under 
pressure from all branches of in- 
dustry to release limited quanti- 
ties of the material so that post- 
war models can be perfected, WPB 
agreed to consider individual cases. 
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Ayer Announces Annual 
1s. been | Lypography Competition 
the cul-]| The first nationwide survey of 
500,000,| the many ingenious changes in 
average. | format and type dress by which 
s issued |}newspapers are saving paper will 
een SUSs-} be provided by the 14th annual 
lotments | exhibition of newspaper typogra- 
U_ Girls, | phy, which has been announced by 
‘1N. W. Ayer & Son, Philadelphia, 

for April 20. 
_ The F. Wayland Ayer cup, which 
is awarded for typographic excel- 
lence, regardless of circulation or 
page size, must be won three times 
for permanent possession. The 
11943 winner was the Christian 
Science Monitor. The publication 
date of entries will be drawn by 
lot from weekday dates of the 
week ending March 6. 


Two Join B & B 


Don Johnstone, formerly director 
of field market research for Schen- 
,jley Distillers Corporation, has 
>d out that joined Benton & Bowles, New 
es and in-|York, as assistant director of re- 
erial costs|search. Louise Dykes, formerly 
nerease injWith J. Walter Thompson Com- 
rst models}Pany for ten years, and with Time, 
ably lines}Inc., for the past year, has joined 

€ media department of B&B. 


Calling 


liams said, 
the 1%21Elected to Four A’s 


owln 
: ejemans| Strauchen & McKim Advertis- 
sent time, ng, Cincinnati, O., has been elected 
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PUBLISHING COMPANY, INC. | 
149 MADISON AVENUE, New York 
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F r S t County in the Nation in corn production 
F r S t County in erase in farm wealth 
F r r S t ee in Ilinois in farm population 


@McLean County’s 4,912 farms (averaging 190.8 acres 
each) produce more than 32 million dollars worth of 
foodstuffs a year. But that’s only part of the story! Add 
to this rich farm county, parts of eight other equally rich, 
equally productive counties and you begin to appreciate 

; Pantagraph LAND with its more than nine thousand big 
farms. Higher 1944 crop goals will add more millions to 
the already consistently high income of this desirable 
farm market. Tell your story to this rich, responsive 
market through the Daily Pantagraph with its 84% cov- 
erage of McLean County, 71% coverage of the Primary 
Trading Zone. 


BLOOMINGTON, ILLINOIS 
Established 1846 


Pitts ae 


ee hes 


Capt. Martin Mullen, former pub. relations dir. of General Ameri- 
can Life Insurance Co., has taken charge of the Marine Corps officer 
procurement office in St. Louis. He has been attached to the office 
for the past year... 

Keith J. Evans, advertising manager of Jos. T. Ryerson & Son, 
Inc., and Inland Steel Company, Chicago, has left with Mrs. Evans 
for a tour of Mexico, which will include a week’s deep sea fishing 
on the east coast. Mr. and Mrs. Evans have landed many big game 
fish in both Atlantic and Pacific waters. . . 

John McKay, NBC press chief, is sunning himself in Florida and 
will catch up with the Atlanta session of NBC’s third annual war 
clinic when it reaches there March 5-7... 

A second son, John Ewing Ruthrauff, has been born to F. Bourne 
Ruthrauff, v.p. of Ruthrauff & Ryan, and Mrs. Ruthrauff. The 
agency man is on leave as chief of the radio division of the Ameri- 
can Red Cross... 

Lauren H. Ashe, ad mgr. of E. R. Squibb & Sons, home listening 
contentedly to “To Your Good Health,” sponsored by his company, 
became quite irritated by the insistent ringing of his ’phone. When 
Mrs. Ashe told the adman that a pleasant-voiced young lady wanted 
to know whether the radio was in use, program tuned in and spon- 


AGENCY CELEBRATES—The Fensholt Co., Chicago, gave a dinner at the 

Tavern Club Feb. 18, attended by some 32 staff members and their spouses, 

to help Frank D. Ewing, vice-president, celebrate his 15th anniversary with the 

agency. In the foreground, turning to face the camera, are, left to right: Edna 

M. Johnson, assistant treasurer; Mr. and Mrs. Ewing; and A. H. Fensholt, 

president of the agency. The picture was taken by Gertrude E. Rogers, one 
of the celebrants. 


sor’s name, Mr. Ashe got to the ’phone in nothing flat. And was 
extremely cooperative. . . 

John C. Kelly of Kelly, Nason, Inc., New York agency, and James 
W. Egan Jr., ad dir. of the New York Times, have been named gen- 
eral chairmen of the ad committee of the 1944 appeal of the New 
York Catholic Charities. . . 

Barbara Thornburgh, daughter of CBS V.P. Donald W. Thorn- 
burgh, sponsored the launching of the new Liberty ship Joseph J. 
Kinyoun during ceremonies at the Richmond, Cal., Kaiser shipyards 
on Washington’s Birthday. . . Terrell McCarty, pres. of The Mc- 
Carty Co., is reminiscing about his agency’s start in Los Angeles 
25 years ago—with a desk and an account... 

Mason (“Rusty”) Ancker, copy chief of Ralph H. Jones Co., Cin- 
cinnati, isn’t so keen about gas and tire rationing. A broken ankle, 
five days in a hospital and six weeks of cast and crutches are the 
pay-off on his unsuccessful attempt at bike riding. . . Valentines 
to Walter Green, radio director, and Robert Pettinato, art director 
of Philip Klein Adv. Agency, Philadelphia: notices of 1-A reclas- 
sification. . . 

Is Rube Norris, Chicago mgr. for American Magazine, glad this is 
Leap Year! With his family, along with the Jack Louises (Need- 
ham, Louis & Brorby v.p. who just bought those Arizona radio sta- 
tions) down in the Southwest for a winter vacation, it looked like 
it would be tough going getting train reservations for the home- 
ward trek. But not so—the railroad boys had forgotten to make 
up a Pullman card for Feb. 29 and space was wide open... 

Hilton U. Brown, secy.-treas. of the Indianapolis News, who has 
been in Miami for a rest, was on the receiving end of an avalanche 
of greetings and an 85-candle birthday cake Feb. 20. The celebra- 
tion was a surprise to the newspaper veteran, who has been in the 
business for 65 years; he thought few people knew he was in the 
South or that it was his birthday. . . 

From Algiers comes word of the promotion of Lt. Col. Egbert 
White, publications officer of Stars and Stripes’ various editions in 
the Mediterranean theater, to the rank of colonel. The staff mem- 
bers of the African edition will celebrate their commander’s pro- 
motion at a party March 11, four days after his 50th birthday. 
The colonel in civilian life was a v.p. with BBDO in New York... 

Cupid is working overtime. Irving I. Schachtel, v.p. of Sonotone 
Corp., will wed Elinor L. Weiler. .-. It’ll be nuptials for Gloria V. 
Spector, daughter of Raymond Spector, who heads his own ad 
agency in New York, and Lt. Henry L. Sondheim, Army ordnance 
officer on duty at Midland, Tex. . . Wedding bells are in the offing 
for Eleanor Rosenbaum, whose dad is Julian F. Rosenbaum, gen- 
eral sls. mgr. of Schenley Distillers Corp., and Richard Loeb, pfc. 
in the Army... 

Also planning to meet the parson are Patricia L. Maloney, who 
assists Tom Young, chief media man at Calkins & Holden in New 
York, and Tech. Sgt. Francis M. McAllister of the Army air forces. 
. . Dave Watson, genial adv. rep. for The Welding Engineer, Chi- 
cago, is receiving congratulations on his recent marriage to the 
former Lorraine Baumiller. . . And at the home of her mother in 
New York, Lydia M. Iselin took for her husband Emdon Fritz, an 
acct. exec. with Station WOR... 

A leap year present tagged John Jr. was received by John Esau, 
genl. mgr. of KTUL, Tulsa, and Mrs. Esau. . . Lt. Maurice J. Tierney 
Jr., Army air force pilot on leave from the ad dept. of the Chicago 
Tribune, who received the Distinguished Flying Cross plus the Air 
Medal with silver oak leaf clusters for saving his plane and the lives 
of his crew in action over Sicily, is home on a 20-day leave. His 
father is also in the Trib’s natl. ad dept. . . 

In a specially arranged program last week, the San Antonio 
adclub honored 12 holders of the Purple Heart, now convalescing 

at Brooke General Hospital. Pres. Joe Thiele introduced the 
guests... 
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Waymack Named Judge 
of ANPA Competition 


Des Moines Register and Tribune, 
has been appointed judge of the 
American Newspaper Publishers 
Association’s journalism award 
contest, by Linwood I. Noyes, 
ANPA president. The competition, 
on “Newspaper Achievements and 
Responsibilities in Postwar Read. 
justment,” has garnered 82 mono- 
graphs from 20 journalism schools, 
The winner will receive a gold 
medal and a $500 cash award at 
the ANPA convention scheduled 
for New York next month. 


Geyer, Cornell Names 
Welsh, Surin V. P.’s 


Vernon M. Welsh, copy director, 
and Arthur A. Surin, art director, 
have been elected vice-presidents 
of Geyer, Cornell & Newell, New 
York. 
Mr. Welsh has been with the 
agency since 1942. He was pre- 
viously copy director of Campbell- 
Ewald Company, and copy and 
contact executive with G. Lynn 
Sumner Company. Mr. Surin 
joined the agency’s art department 
in the Dayton office in 1931, was 
transferred to New York, and be- 
came art director in 1938. 


Kopetzky Opens Office 
Karl A. Kopetzky, formerly 
vice-president of the Oxford-Tar- 
tak Radio Corporation, Chicago, 
has formed his own organization, 
Magazines, Inc., 7645 N. Sheridan 
Rd., Chicago 26, which offers a 
wide variety of writing and pro- 
duction services, specializing in 
publicity campaigns for advertis- 
ing agencies. 


1000 lots. No order too small or large. 
sae 2c. We photograph every- 

ng. 
Super special: 30x40 giant blowups, mount- 
olen heavy board, $2.45 each in lots of 10 
Write for free samples, price list A. 


SS PHOTO SERVICE 


155 W. 46th St., New York City 19, BRyant 9-848 


They Use Them in LIFE 


post, McCalls and Esquire: they ™& 
them in N. Y. Times, Chi. Trib., L. A® 
geles Times and Williamsport GRIT: they 


ters: they made one into a 24 sheet post 
in Detroit: they use them for window dis 
plays and lithographed posters. In fact 
there is no job that goes across the adve 
tiser’s desk that could not be pepped UP bf 


W. W. Waymack, editor of the : 


on PHOTOS | 


E see EYE*CATCHERS used in Saf j 


—_—_ 
use them in booklets, broadsides and ble 
D0 


a suitable EYE*CATCHER photograph 


Learn about the unique EYE*CATCH 
$5-a-month membership plan. Nothing ike 
anywhere. 100 sparkling, new, timely P 
motion photos released every month. 10, 
additional subjects in our files available * 
subscribers at no extra charge. — ‘ 
MONEY SAVER! PROBLEM SOLVER 
Lightning speed service. The world’s big 
gest agencies and national advertisers af 
EYE*CATCHER members. Clip this a4 
your letterhead and we'll send you FRY 
proofs and details of our unique $5-2-me® 
plan. No obligations. 


EYE* CATCHERS, Inc. 
10 East 38th St., New York 16. 
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Second Mystery 
Show in 7 Weeks 


Chicago, Feb. 29. — “Mystery 
House,” half-hour dramatic show 
aired Saturdays from 9:30 to 10 
p. m., CWT, over Station WGN, 
has been inaugurated by the Peter 
Hand Brewing Company—the sec- 
ond mystery program launched by 
the company in the past seven 
weeks. 

“Mystery House” represents the 
title of a publishing company 
whose owner and _ staff enact 
stories submitted to them for pub- 
lication to determine whether 
they will be “best sellers.” The 
other program, “Crime Files of 
Flamond,” heard Tuesdays at 9:30 
p. m. over WGN, features a new 
kind of detective, Flamond, who 
solves crimes through psychology 
rather than by the usual police 
detecting methods. 

The brewing company on Feb. 
14 started broadcasting from 3:30 
to 3:45, Mondays through Fridays 
on WGN a script show, “Judy and 
Jane,” designed for a feminine 
audience. These are in addition 
to a number of other programs 
given over WGN and WIND, Chi- 
cago. Mitchell-Faust Advertising 
Company is the agency. 


Cudahy Renews 


Cudahy Packing Company, in 
behalf of Old Dutch Cleanser, 
has renewed the daytime serial, 
“Helpmate,” for 52 weeks on 39 
NBC stations Mondays through 
Fridays, 9:30 to 9:45 a. m., CWT. 
Grant Advertising, Inc., handles 
the account. 


Buys CBS Spot 


Englander Company, division of 
Superior Felt & Bedding Company, 
New York, manufacturer of beds, 
springs, mattresses, studio couches 
and outdoor furniture, has pur- 
chased a weekly Friday evening 
7:15 to 7:30 spot on approximately 
40 CBS outlets, effective March 17. 
Format of the program, which will 
originate from KNX on the Pacific 
Coast, has not been set. The Biow 
Company is the agency. 


Campbell Soup Renews 


Campbell Soup Company has re- 
newed “The Jack Carson Show” 
over the full CBS network, effect- 
ive March 1. The comedy-variety 
program is heard Wednesdays 9:30 
to 10 pm., EWT. Foote, Cone & 
Belding is the agency. 


Jergens Renews Two 


Andrew Jergens Company has 
renewed its two programs on the 
Blue Network, “Jergen’s Journal” 
with Walter Winchell and “Cham- 

Music Society of Lower Basin 
Street.” Winchell is heard Sun- 
days 9 to 9:15 p.m. EWT, over 161 
Blue stations. “Basin Street” is 
aired the same day, 9:15 to 9:45 
P.m., EWT, on 159 outlets. Lennen 
& Mitchell is the agency. 


Pinkham Expands 


The Lydia E. Pinkham Medicine 
Company, Lynn, Mass., which in 
the past has used radio to a minor 
extent, will start a new campaign 
beginning March 13 over 34 sta- 
| tions of the Keystone Broadcast- 

ing System, transcription network 
covering secondary markets across 


——— 


DON’T SEND FOR 
SAMPLES OF MY 
MONTHLY POSTER 
MESSAGES UNLESS... 


~ + you are seriously considering sending 


@ YU have a basic product or service that will 
la real need in the postwar daze. Unless 
~You are prepared to accept messages oozing 
@ philosophy of friendliness . . . hu- 
wed written to hit the heart . . . smilingly 
lustrated with “elementary art’! If this is 
manner of message that seems to measure 

. to what you've been thinking about, then 
™ going to be delighted in sending you 
‘amples and details of costs, if you'll tell 


the country. The program, en- 
titled “Mister Good,” especially de- 
signed for women, will be heard 
five times weekly in the form of 
15-minute electrical recordings. 
Other independent stations in 
various markets are also being 
used. Erwin, Wasey & Co., New 
York, is in charge. 


Renews Mutual Show 
The National Small Business 


a 


program is broadcast Sunday 4:30 
to 5 p. m., EWT. Schwimmer & 
Scott, Chicago, is the agency. 


‘Look’ Offers Award 


To stimulate competitive spirit 
in the waging of local campaigns 
to combat inflationary spending, 
Look will award a silver plaque 
for the best community campaign 


Ad-Ver-Tis-Er Group 
Plans Expansion 


Members of the Ad-Ver-Tis-Er 
Association, localized outdoor 
poster advertising service, at their 
recent annual meeting at the home 
office in Fort Wayne, Ind., laid 
plans for postwar expansion. 

The association, incorporated in 
1937, is expanding on a national 
basis and now has members in 


president, declared that because of 
material and manpower shortages 
in the last two years the group 
has not expanded its services, but 
expects to provide greater cover- 
age after the war. 


A DIRECT MAIL 
ADVERTISING SERVICE 


built around the slogan “Don’t Buy ° 
Men’s Association has renewed} Another Depression.” Scrolls of|13 states. It provides a poster John a McElwain & Co. 
“Abe Lincoln’s Story” over 56|merit will be awarded to civic|display, 54%x12% feet — Phones Webster 2336-7 


and services local and nationa 
Frank Welch, 


Mutual stations for another 13 
effective March 5. The 


organizations contributing most 
effectively to these campaigns. 


4 


607 S. DEARBORN ST. CHICAGO 


weeks, advertisers. W. 
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It's going to take billions in sales from sources that did - <> 
not exist before the war to keep the wheels of America’s Gow): 


industries turning when victory is won. And many of those SZky, 


a 


extra billions will come from today's new South. Aluminum, — 
oil, sulphur, coal, iron, magnesium and agricultural produc- *\: “gf 
tion—the great natural resources of the South—are now Me 
being turned by the war-time wheels of industry into dollars 
to keep the peace-time wheels of America turning. Yes, Se” 
America's greatest concentration of post-war sales is brewing WF 
now in today's new South. And the surest way of reaching % 
today's new South is through your advertising in Holland's— 
the magazine of the new South! 


Me, ‘ 


THE SOUTHLAND LEADS GAIN IN CHAIN STORE SALES. 


Registering gains of from 15% in the Southeast to 23% in the South- 
west, today’s new South has forged ahead to lead the nation in 
regional chain store sales gains. The gain in chain store sales that 
has taken place is just one of the many facts that is pointing the - 
finger of the future at today’s new South. ! 


88% OF HOLLAND’S FAMILIES HAVE CHILDREN 


The Southland lives at home and loves its homes—and Holland's is 

tuned to the home character of the Southland. That's why an L. M. 

Clark Survey shows that your advertising in Holland's attains 48% 

more reader interest than other leading magazines in proportion to 

circulation. A few choice color positions for 1944 are still available. 
Write, wire or phone for reservations. 


| | Ble. 
Hollands 
The Magazine of the New South 


52 VANDERBILT AVENUE, NEW YORK 75 EAST WACKER DRIVE, CHICAGO 
205 GLOBE DEMOCRAT BUILDING, ST. LOUIS 
° West Coast Representatives: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 


Test Today’s 
New South 
with Holland’s 


me how big your mailing list is. Walter 
Noch, Three Barns, Stormville, N. Y. 


GARFIELD BUILDING, LOS ANGELES 
- DALLAS *& 2 
TEXAS 
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WMCA to Sell 
Time for Debates 

New York, Feb. 29.—Marking 
the first radical departure from 
the “Code of Ethics” of the Na- 
tional Association of Broadcasters, 
which prohibits the sale of time 
for controversial discussion, but 
which permits their presentation 
on a sustaining basis, Nathan 
Straus, president of WMCA, an- 
nounced last week that his station 
would sell time for the discussion 
of controversial issues “only if 
responsjble groups on both sides 
are willing to buy time for pres- 
entation.” ° 

In practical effect, the adoption 
of the new policy opens the doors 
of commercial radio to unions and 
other self-interest groups while 
protecting the public against “one- 
sided answers to two-sided ques- 
tions,” according to Mr. Straus’ 
announcement. 

“In determining this policy,” he 
said, “we have been mindful of 
the statement by Mr. Fly, FCC 
chairman, that there is no danger 
in allowing all responsible groups 


in a democr to be heard, even 
though the Miscretion of manage- 
ment will be heavily taxed.” 

Mr. Straus said that this “free- 
dom to listen” policy is an effort 
on the part of WMCA to create 
democratic control of radio for his 
station so that all elements of the 
community may be equally and 
effectively served. 

The new WMCA policy is pre- 
sented in a statement listing six 
points as the basis for protecting 
“freedom to listen.” These six 
points continue the practice of 
allotting free time for controver- 
sial discussion on issues of wide 
public interest. Where no contro- 
versial issue is involved, any re- 
sponsible organization may buy 
time provided its programs meet 
the standards of other commercial 
broadcasts. 


Sells Ohio Daily 


Walter H. Annenberg, president 
of Triangle Publications, has dis- 
closed the sale of the Evening In- 
dependent, Massillon, O., to Earl J. 
Jones Enterprises, publisher of the 
News, Zanesville, O., for a reputed 


$400,000. 


‘American Weekly’ 
Plugs Men’s Wear 


Supporting its advertising in 
leading men’s wear business pub- 
lications, The American Weekly 
has distributed displays keynoting 
the theme, “Keep up the fight— 
dress right,” to more than 1,000 
men’s wear stores throughout the 
country. 

Designed to synchronize war 
campaigns with spring and sum- 
mer selling in men’s stores, the 
material includes a display, 30x40 
inches, reproduced from a four- 
color illustration by William Pach- 
ner; four 12x16 inch, four-color 
“pin-ups,” and a booklet providing 
new selling information and mer- 
chandising ideas. 


Urges War Bond Aid 


The board of directors of the 
United States Savings and Loan 
League has recommended that all 
savings and loan associations in 
thé country allocate one-half of 
their 1944 advertising appropria- 
tions to selling war bonds. The 
league has 3,700 member organ- 
izations. 


standards and money to spend. 


Well over a half-million GRIT families live in small 
towns comprising GRIT AMERICA. They, are’ home 
owners (53.0%) ...car owners (79.3%) ..: buyers of 
nationally advertised goods of every kind. Most are indus- 
trial workers (68.1%), with big town wages and small 
town expenses, providing a spendable surplus of un- 


counted millions. 


Only GRIT will carry your advertising message to all 
of GRIT AMERICA. Surveys show that many of the fami- 
lies read no other national publication but GRIT. 


Increase your sales in GRIT AMERICA. Profit from 
the added interest provided by the New GRIT, with its 
more convenient format and greater visibility for advertising. 


You can do a more complete selling job with GRIT 


GRIT PUBLISH 


W GRrT AMERICA 


You will find them in every state...in nearly every 
county. Each of these thousands of Main Streets is a busy 
shopping center, serving a community with high living 


CO., Williamsport, Pa. 


@ REPRESENTATIVES: Osborn, Scolaro, Meeker & Co.—New York and Detroit 
John Budd Company—Chicago, Atlanta, Los Angeles, San Francisco, Seattle and Dallas 
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Advertising Age, 


tatives Available,” 
cash with order. All 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and ‘“Represen- 
30 cents a line, minimum charge $1. 
other classifications 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


Terms 


(single insertion 


HELP WANTED 


POSITIONS WANTED 


ARE YOU HAPPY 
on the job? 


By our Genetic Technique Analysis we de- 
termine Native Abilities. Practical business 
acumen shows their proper use in the light 
of educational and experience background. 
The net result is job happiness. 

Write or phone for our free booklet, ‘“‘How 
to Match Men and Jobs.”’ 


“‘matching men and jobs”’ 
8 South atone anne ANDover 3129 
(Solid firms seeking sound men only are 


solicited) 


ADVERTISING PRODUCTION 


MANAGER 
Advertising department of nation- 
ally known manufacturer with 


offices in Chicago Loop has perma- 
nent opening for thoroughly Sanert: 
enced production manager. Must 
have experience and ability to han- 
dle production on wide range of 
trade and consumer printed mate- 
rials from rough layout to finished 
job. Printing plant production back- 
ground desirable. This is an excep- 
tional opportunity with a future 
and post war permanency. Please 
write in detail regarding back- 
ground, draft status, salary require- 
ments. 

Box 4614, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ARTIST—Draft-deferred young man 
with layout and some production 
experience, wanted by large Chicago 


publication. Opportunity for ad- 
vancement. Salary commensurate 
with ability and experience. Write, 


giving full details. 
Box 4615, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Copy Chief 
Exp. on major agency food ac- 
counts, ability write themes, 
OO. «tates s560en td ewinecs 15,000 
Ace’t Exec. 
Must be top flight copywriter. 
Pacific coast agency............ 
$7200 plus bonus 
Radio Director 
Adv. Agency Exp. Pref. Exp. on 
both creative and business op- 
OURSIOGE ckbo ease cd vabiiesecs $8500 
Layout Artist 
Several top agency positions to $8500 
Space Buyer 
Agency experience on all media.. 
tases 6 ORM SAMEERA OE bE ie 508 $7500 
Market Research 
Agency exp. pref. Must be able to 
direct entire operations..... $5000 
Copywriters, Adv. Mers., Editors 
and Sales Promotion positions open. 
FRED MASTERSON 
Sinclair Masterson Personnel 
310 8S, Michigan Avenue, Chicago, Il. 
WANTED: YOUNG ACCOUNT EX- 
ECUTIVE—If you have a definite 
advertising flair... think straight 
and ahead ... want to be with a 
Chicago agency that’s really on the 
way up and offers unlimited oppor- 


re 


tunities then write us your 
qualifications. (Our people know of 
this ad.) 


Box 4621, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


RADIO COMMERCIAL WRITER 
Large Chicago Advertising Agency 
offers splendid opportunity for 
writer with agency background and 
wide experience in writing radio 
commercials. Some food account ex- 
perience necessary. Only applicants 
with proven ability will be consid- 
ered. Replies should give complete 
information as to experience, educa- 
tion, age, salary, etc. 

Box 4622, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING SALESMAN for reli- 
able publisher. Must have magazine 
experience in women’s field (cos- 
metic—drug—food accounts.) New 
York territory. Give complete de- 
tails stating age-draft status. Big 
opportunity for right man. 
Box 4625, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y 


Sales Promotion Man. Important 
network station which will add FM 
and Television services offers excel- 
lent opportunity for man with some 
advertising experience ... the more 
the better. But ideas and applied 
energy are most important. Good 
salary. Write in detail. 

Box 4571, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. _ Chicago, Ill. 


OPPORTUNITY SOUGHT: Saleg 
Agent on Pacific Coast or any part 
for manufactured product, servigg 
or handling business for some ege 
tablished company who needs reps 
resentation in this area. Would algg 
consider any sales promotion oppors 
tunity where earnings are consider. 
ably above average. Would consider 
position as advertising space saleg. 
man in N.W. or on_Pacific Coast, 
for publications, etc. BUSINESS EX. 
PERIENCE: Experienced in securi. 
ties; specialty selling; Sales Man. 
agement as manager for one of 
country’s largest publishers. Accus. 
tomed to handling men, meeting 
public and creative selling. 39, mar. 
ried, one child, University education, 
Box 4616, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IL 


Advertising Solicitor (woman) thor. 
oughly ~ gate gas display 
vertising on ational 
repenteny wee 
ox , ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il, 


Production Man for advertising 
agency or manufacturing advertis- 
ing department. Strong background 
14 years experience. Understand ali 
phases of engraving, electrotyping, 
printing, paper, type and photog: 
raphy. Will locate in or out of Chi- 
cago. 

Box 4618 ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill, 


ARTIST—Free lance, specializes in 
shoe drawings for newspapers, mag: 
azines or mailing circulars. Stylized 
or realistic drawings done in wash 
om or ft, Scan. ; 
ox , ADVERTISING AG 
330 W. 42nd St., New York 18, N F 


TO PINCH HIT TILL “D” DAY 
Fully qualified for any copy writing 
job you wish to hold for man now 
in service. Woman writer with mall 
order, dealer, retail and agency exe 
perience—always on accounts not 
usually assigned to women. $4500, 

Box 4620, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IL 


Editor and publicity man. Expert 

enced. Recommended by radian 

newspaper and magazine executives, 

ana, gy | a Available im- 
ediately. rthur G. Patterso 

32, Duluth, Minnesota. 7 


Woman with ten years cxperien 
printing and advertising wishes a 
make new connection in or near 
Philadelphia. Now in advertising 
department of large company. Spe 
cial knowledge of type and printing 
production. 

Box 4624, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IIL 


Advertising Salesman—New York 
representative; magazine, tradé 
journal, commercial experience, A-l 
sales record; wide acquaintance, 
Box 4626, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. & 


Situation Wanted: Past experience 
Sales Promotion and _ salesman—it 
tangibles—Point-of-Sales Merchal» 
dising ideas and materials through 
National Advertisers and other 
Good personal volume of businest 
Would make good pinch hitter and 
hard worker for interests of em 
ployer. Exceptional references. Age 


"Box 4596, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ih 


Advertising Salesman—Trade Paper 
—8 years experience. Draft exempt 
College graduate. Interested in post 
war book. 
Box 4594, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, IL 


——— 
REPRESENTATIVES AVAILABLE 


Special advertising sales represent® 
tion available to ublications 
needing coverage in Virginia @ 
the south. Special assignments and 
editions swiftly handled. P. O. BO 
1075, Richmond 8, Va. 


— 
Want to represent in New York 
City and Eastern Territory mage 
zine, trade paper or dailies. Offiee 
and telephone service at your dis- 
posal. 

Box 4623, ADVERTISING AGE 7 
330 W. 42nd St., New York 18, = 


MISCELLANEOUS ____— 


8 x 10 Glossy Prints—0c - 
From 4 x 5 negatives, minimumaes 
der 6 prints per negative. Oren 
shipped C.O.D. Rapid service. T i. 
NESSEE PHOTO SERVICE Coe 
PANY, 222 Malkin Bldg., 160 Un 
Ave., Memphis, Tennessee. 


ee 


J. F. Craemer Heads 
Cal. Press Group 


Justus F. Craemer, state railroad 
commissioner for California and 
publisher of the Daily News, 
Orange, Cal., has been elected 
president of the California Press 
Association. He succeeds the late 
former Gov. Friend W. Richardson, 
who had held the office for 40 
years. 

Louis Meyer, publisher of the 
Leader, Oakdale, was named vice- 
president; Phillip McCombs of 
Allen’s Press Clipping Bureau, San 
Francisco, treasurer; and Maj. 
Harry Lutgens of San Rafael, sec- 
retary. 


Opens Chicago Office 
Roys S. Durstine, Inc., New York 
and Cincinnati agency, has ope 
a Chicago office at 333 N. Michig#® 
Ave., DEArborn 2373. Managéet 5 
Ellis Travers, formerly director 4 
advertising and public relaiel 
for the manufacturing division ® 
the Crosley Corporation, Cinc® 
nati, who joined the agency 
December. 


Joins Hirshon-Gartield § 
Harold Moss, formerly | adver 

tising manager of Gimbel’s bast 

ment store, New York, has J° 


the copy department of Hirs 
Garfield, Inc. 
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Truman Group 
Asks More 


Civilian Goods 


Washington, D. C., March 3.— 
The Truman committee, adding its 
voice to industry and government 
groups calling for immediate 
moves toward reconversion, said 
today that materials must soon be 
made available for further civilian 
production if intense scarcities on 
the home front are to be pre- 
' vented, and wide-scale unemploy- 
ment avoided during the recon- 
| version period. 

Taking issue with the Army and 
Navy which “have shown too 
great zeal to curtail the civilian 
economy,” the committee said that 
at the present stage of the war 
program every effort should be 
made to maintain a high standard 
of living and employ all materials, 
plant facilities and workers to the 
end that we will have the strong- 
est possible economy. 

Making a thorough summary of 
the war production program in 
its third annual report, the com- 
mittee said the “major battles” of 
war production have been won. 
While the needs of the armed 
forces must continue to have first 
call on our facilities, the report 
said, civilian production should be 
permitted at the highest level con- 
sistent with obtaining the war 
materials. 

The committee commented that 
“widespread damage and even 
ruin may be visited upon trades 
and services” if consumer goods 
are not produced. “If the facili- 
ties for quick and cheap distribu- 
tion are destroyed or seriously 
impaired, it will be difficult to re- 

build them and their absence 
f would be an obstacle to the quick 
resumption of business necessary 
to provide jobs when war work 
ends,” it said. 

The committee also pointed out 
the cost of living probably will 
not be stabilized until a reason- 
able amount of civilian goods are 
made available. Warning that 
further delay would threaten the 
postwar economy, the report said 
“a period of continued unemploy- 
ment would induce people to re- 
duce their purchases of consumer 
goods at the very time they 
should be increased.” 

Asserting that materials have 
not yet been available even where 
they are known to be in free sup- 


y 4 
fy War-Important Jobs For 


a COPYWRITER 


AND 
A PRODUCTION ASS’T. 


With Sound Post-War Futures 


One of the oldest and most stable man- 
ufacturers in the midwest, now expanding 
its sales-promotion activities, has two 
sound berths inits advertising department: 
A COPYWRITER— 

Of moderate experience—capable of 
Creating and writing diversified copy 
in the industrial field will find here an 
©pportunity to work with unusual free- 
dom on publication, direct-mail, house 
Prgan, catalog and related material. He 
hould be a man seeking to broaden his 
metchandising knowledge with the de- 
ite to apply his ideas and energies to 
Oordinated sales promotion activities. 


PRODUCTION MANAGER— 
an or woman—with some advertising 
# printing experience to handle a volume 
of work from finished layout (art or layout 
perience not essential) to distribution. 
See OPPortunity to develop in creative 
e dvertising work with a leading indus- 

rial advertiser. 


© the individuals with the right personal 
haracteristics and ability to develop, we 
ffer interesting, war-important work 
Ow and excellent post-war possibilities. 
hen you write, in complete confidence, 
me | * Mention experience, education, age 
ig salary desired. Our organization 
Ows of this advertisement. 
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ply, the committee asked for im- 
mediate production of “a few 
score of additional items classified 
as essential.” Declaring that small 
pools of unemployment exist even 
in labor shortage areas, the report 
also said that small manufacturers 
should be permitted to make 
civilian items of their own selec- 
tion. 


Gets Wine Account 

St. Georges & Keyes, Inc., New 
York, has been named to handle 
the advertising for San Benito 
wines. 


O. D. 30 Takes Bow 

A new all-purpose deodorizer, 
O. D. 30, manufactured by the 
O. D. Chemical Corporation, New 
York, and distributed by R. C. 
Williams & Co., is featured in a 
new campaign using black and 
white advertisements in newspa- 
pers and business publications. 
Spot radio advertising in the 
Northeast and a four-page color 
insertion in Grocer-Graphic com- 
plete the schedule, which will be 
greatly expanded in the near 
future. Alley & Richards, New 
York, handles the account. 


Merrill Lynch to 
Increase Ads 30% 


New York, March 1.—Merrill 
Lynch, Pierce, Fenner & Beane, 
leading securities and commodity 
brokerage firm, will increase its 
budget for national advertising 
and sales promotion 30% this year, 
according to a report released 
by Homer P. Hargrave, resi- 
dent partner of the firm. In 1943 
Merrill Lynch spent $380,007 for 
advertisements in 197 publications, 


the media including newspapers, 
national magazines and the finan- 
cial press. 

Advertising, sales promotion and 
direct contact developed 48,858 
new accounts in 1943, the report 
stated, which contributed about 
$3,000,000, or 17% of the gross 
income, for the year. Although 
the firm has planned its advertis- 
ing and sales promotion a: a serv- 
ice and educational feature for 
customers, they have produced 
direct results. 

Albert Frank-Guenther Law, 
Inc., is the agency. 


won't... 


doodling... 


- Chicago 11. 


IF You just don’t care, you might pick your 
business magazine because its paper makes 
the best airplanes. 


or if You like games, you might catch the 
right one with “Fish Pond.” We'd bet you 


OR, IF YOU'VE got a leaning for it, pick 
the magazine with widest margins for 


BUT IF YOU'RE serious about wanting the 
real leader, and no mistakes, then look for 
the business magazine which: 


See 


Facts and figures—detailed and interesting—are available to support all NATION'S 
BUSINESS claims. Write or phone any Nation's Business office—New York City 17, 
420 Lexington Avenue, (Mohawk 4-3450) ; Chicago 3, 38 South Dearborn, (Central 
5046) ; Cleveland 15, 648 Hanna Building, (Cherry 7850) ; Atlanta 14, Walter Mecks, 
101 Marietta Avenue, (Walnut 6674); San Francisco 4, Blanchard-Nichols, 100 Bush 
Street, (Garfield 8930); Los Angeles 12, Blanchard-Nichols, 448 South Hill Street, 
Michigan 3466) ; Washington 6, 1615 H Street, N. W., (National 2380). 
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Pe ene business circulation 


2. Has greatest reader response 
3. Costs less per reader 


| Choose the leader... 
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Ariz., 


NBC Adds Two Outlets 


Stations KYCA, Prescott, Ariz., 
and KWJB, Globe, 


Wright to ‘Journal’ 


Ed F. Wright, 


and Farmer’s Wife, Philadelphia. 


formerly with 
have | Newsweek, has joined the New 
become affiliated with NBC as| York staff of the Farm Journal 
members of the Arizona Group. 


Vast Promotion 
Will Spur 1944 


In Kansas City. 


AND WE INVITE YOU to ’phone us for availabilities 
if you're considering spot radio in this war-boom market. 
In strong second place all my | long, “Your Mutual Friend” 


is Kansas City’s 
the “most listeners 
half of Missouri an 
availabilities, call 


KANSAS CITY — Se 


ominant 


aytime Station... delivering 
er dollar” throughout the western 
the eastern third of Kansas. ' For 
DAVIS 

MW Building — HArrison 1161 


NEW YORK CITY—507 Fifth @yenve—VAnderbilt 6-2550 


CHICAGO — 333 North Mie 


an Blvd. — CENtral 7980 


HOLLYWOOD—5855 Holly wae Blvd.—HOllywood 6211 


KEY STATION for the KAN 
Kansas City 
Missouri 


Wichita 
Kansas 


S$ STATE NETWORK 
Greot Bend: + Emporia 
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* Salina « 
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Victory Gardeners 


(Continued from Page 1) 
Council for distribution about 
April 1. The Victory garden ef- 
fort will be coupled in the OWI 
campaign with an additional Food 
Fights for Freedom campaign de- 
signed to recruit labor for the 
farm and cannery. 

Special kits covering the farm 
and canner aspects of the drive 
will be prepared by the Council 
for distribution to county agents 
and field offices of the United 
States Employment Service. 

The kit for recruitment of farm 
labor, for instance, will contain 
a variety of newspaper advertise- 
ments, radio spots and chain 
breaks, 24-sheet posters, and other 
graphics, recruiting for the Wo- 
men’s Land Army and the Victory 
Farm Corps. To assist canners in 
hiring seasonal labor, the U. S. 
Employment offices will get five 
newspaper “conditioner” ads, spe- 
cial suggestions for help-wanted 
layouts, radio material and post- 
ers. Much of this copy will be 
similar to the material used last 
year by the canners. 

Recruiting for farm and plant 
labor will be conducted on both 
a local and national scale, with 
the national appeal designed to ac- 
quaint prospects with the need for 
emergency labor. Local ads will 
be based on a call for immediate, 
specific help. 


Institute Is Rushed 


The National Victory Garden 
Institute, which formally came 
into being early last year when 
the Department of Agriculture 
suggested that some sort of non- 
profit clearing-house for the dis- 
semination of Victory gardening 
information be set up, is currently 
finding its facilities swamped by a 
deluge of inquiries from individ- 
uals, companies and organizations 
from coast to coast. 

Concerned primarily with pro- 
moting and encouraging Victory 
gardens by employes of industrial 
and business organizations, the ‘In- 
stitute is appointing regional di- 
rectors as quickly as it can, and 
supplying them with an abundance 
of Victory garden literature for 
distribution in their respective 
areas, literature giving all the 
know-how of planting home Vic- 
tory gardens. The Institute is fi- 
nanced by more than 100 large 


HO 


MONTHS: DECEMBER, 1943 - JANUARY, 1944 — KANSAS CITY 


OPER STATION LISTENING INDEX 


TOTAL COINCIDENTAL CALLS — THIS PERIOD 14,462 


companies and organizations. 
Last year the Institute made 
available to the National Associa- 
tion of Manufacturers and the 
U. S. Chamber of Commerce 


pamphlets entitled “A Master 
Plan for Company Victory Gar- 
dens,” and this year is again mak- 
ing this valuable piece of litera- 
ture available in a revised edition. 

At its spring conference in De- 


MORNING J ctation | Station | Station | Station Station 
INDEX WHB 
pam FY et : 
8-12 AM. 6.9 6.7 | 32.7 | 16.4 | 28.2 | 6.7 
AFTERNOON Station «| Station | Station | Station Station 
INDEX WHB 
MONDAY A B Cc D E 
| ie f™ 113.2 | 8.1 | 20.4 | 30.9 | 23.0 | 3.5 


troit Feb. 23-24, Judge Marvin 
Jones, War Food Administrator, 
told members and sponsors of the 


the job is done merely because 
people are buying seed early. 
Andrew S. Wing, secretary- 
manager of the Institute, disclosed 
that gardeners are being given a 
better break this year with regard 
to tools and supplies, saying there 
would be plenty of rakes, hoes and 
the usual small gardening tools. 
He predicted fairly ample sup- 
plies of insecticides and adequate 
amounts of fertilizer, and pointed 
out that the 5,000,000 new garden- 
ers of 1943 have learned lessons 
they will not forget, adding that 
he will be much surprised if they 
do not grow, harvest and preserve 
another crop of “gastronomical” 
proportions. 
The Institute has designed a 
plaque which is awarded to indus- 
trial and other organizations, 
which have contributed to the 
Victory garden program by actual 
planting of company gardens. At 
the Detroit conference, this plaque 
was awarded to representatives ot 
both the Army and Navy for ex: 
cellence in planting Victory gar- 
dens by all branches of their re- 
spective services here and abroad. 
Much of the spadework that re- 
sulted in the success of last year’s 
project had been done even before 
this country’s entry into the war 
by the American Seed Trade As- 
sociation, Chicago, which through 
its National Garden Bureau began 
an educational campaign in 1940 
to induce people to switch from 
growing flowers to vegetables. 
This year it is again distributing 
to all daily newspapers clip sheets 
containing information on how to 
grow a garden and is distributing 
260,000 posters bearing the slogan, 
“Victory Gardens — Keep ’em 
Growing.” 

Advertisements of seed compa- 


nies currently appearing in maga- 


Advertising Age, March 6, 1944 


zines and newspapers are netting 
even greater results than last year 


—an all time high. Buying is re- 


ported as proceeding along more 
orderly lines, unlike last year 
when hordes of Victory gardeners 
frantically clamored for seeds. 


Catalogs in Demand 


Vaughn Seed Company, Chicago 
and New York, reports that it has 
received an unprecedented de- 
mand for its new 120-page catalog, 
which contains a Victory garden 
guide. As in 1943, Peter Hender- 
son & Co., New York, one of the 
oldest seed companies in the coun- 
try, has published a special Vic- 
tory garden catalog. The company 
began its promotion in January, 
using 20 newspapers in cities as 
far west as Salt Lake City. In 
addition, it is employing 33 maga- 
zines and business publications in 
the horticultural field. The sea- 
sonal campaign runs for 13 weeks 
in out-of-town newspapers, while 
a four-to-five week period is used 
for promotion of lawn grass seed. 
An all-year ’round campaign is 
employed by Henderson in the 
New York Herald Tribune, Jour- 
nal-American and Times. Alley 
& Richards handles the account. 

William H. Wise & Co., pub- 
lisher, last year incorporated a 
special Victory garden section in 
its 1943 “Garden Encyclopedia,” 
pushing it with a $100,000 ad ap- 
propriation, largest budget ever 
put behind a single item in the 
company’s history. This year, in 
addition to employing the same 
media—the American Magazine 
and This Week Magazine—the 
company has added Parade to its 
list. The campaign broke in Janu- 
ary’ and is scheduled to run 
through the spring. In addition, 
heavy direct mail is employed, and 


this service for years 


for limited areas. 


SEND FOR CATALOG 


Tells details of each service— 
how to estimate cost-—-many 
unique applications of infor- 
mation secured — gives names 
of well-known users of ACB 
Research etc. etc. 


Garden Institute that although 
seed sales to Victory gardeners are 
running about 30% ahead of a year 


ago, it must not be assumed that 


_The Research Department of Advertising 
_«° Checking Bureau can keep you up-to-date on 
. dealer activities—tell you what dealers are ad- 
vertising—what they are pushing—brands they 

are advertising—prices, etc. Many leading mer- 
chandisers and advertising agencies have used 


It is used to advantage in post-war planning. 


ACB offers 12 Research Services. They cover 
a wide range of subjects. They may be ordered 
continuously or periodically — nationwide or 


ACB Newspaper Research 
A valuable service if you _ 
(or your competitors) sell through 
7 F ‘RETAIL STORES 


with profitable results. 


The 
ADVERTISING 


CHECKING BUREAU 
INC. 


— 


New York (16), 79 Madison Avenue + Chicago (5), 538 S. Clark Street » San Francisco (5), 16 First Street 
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We're talking about 


who play while others 


found the answer in 


Baltimore wartime workers 


They wanted good radio en- 
tertainment. And they wanted 
it all night long. W-I-T-H 


Night Owl Club.” It’s THEIR 
radio program. Here’s listen- 
er loyalty that’s typical of 
W-I-T-H. Time is available. 


those 


sleep. 
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through its agency, Walter E. 
Thwing, Inc., the company is plan- 
ning te run some ads in the garden 
pages of selected newspapers. Its 
expenditure is said to approximate 
the $100,000 spent in 1943. 

w. Atlee Burpee Company, 

Philadelphia, one of the nation’s 
leading seed growers with an an- 
nual print order of some 2,500,000 
catalogs, reports that total busi- 
ness to date is more than 50% 
ahead of last year. The com- 
pany’s spring seed promotion in- 
cludes greatly increased advertis- 
ing schedules in magazines, farm 
papers and garden pages of news- 
papers. 
Burpee made its debut as a 
national network advertiser on 
Feb. 26, when it began sponsor- 
ship of “The Garden Gate” over 
58 CBS stations. Heard Satur- 
days, 9:15 to 9:45 a. m., EWT, the 
program consists of helpful hints 
and suggestions to gardeners. 


Seed Premiums Offered 


Complementing the work of the 
seed companies are the premium 
advertisements of numerous com- 
panies in various fields. Faced 
with a dearth of desirable mer- 
chandise premiums because of the 
war, they have found the answer 
in offering vegetable or flower 
seeds, or both. These companies 
include Cudahy Packing Company, 
which is currently running such 
copy in behalf of Old Dutch 
Cleanser in many publications; 
Lever Brothers Company, in be- 
half of Spry; and the Quaker Oats 
Company, which is offering flower 
seeds to stimulate spring sales for 
the fourth year. 

Coldwell Lawn Mower Com- 
pany, Newburgh, N. Y., has taken 
large space to advertise its chemi- 
cal crops system, telling prospec- 
tive Victory gardeners that by 
growing their own seedlings they 
can get off to a good start. 
Industry, too, is contributing a 
tremendous impact to the promo- 
tion. Standard Oil Company of 
California, for instance, is getting 
behind the Victory garden push as 
it did last year with an appropria- 
tion said to be about $150,000. 
Three newspaper ads, using large 
space, are scheduled to appear in 
122 Western newspapers in the 
company’s marketing area—Ore- 
gon, Idaho, Washington, Utah, 
Nevada, Arizona and California. 
The first ad, to appear March 15, 


urges: “Show the boys you’re in 
the fight! Plant a Victory garden 
now.” The second ad offers read- 


ers a free “Victory Garden Guide,” 
through Standard dealers, and a 
third will appear about April 25. 
Bankers and brokers will also be 
urged to bend their backs and get 
calloused hands, as Standard has 
five insertions scheduled for the 
Wall Street Journal saying, “Plant 
a Victory Garden This Year.” 

In addition to posters, broad- 
sides, direct mail pieces, - stuffers 
for employes’ paychecks and credit 
cards, Standard is giving free as- 
sortments of vegetable seeds to 
garden clubs, prominent organiza- 
“ons and influential individuals. 


Display Kits Offered 


“Automatic Salesman” display 
kits holding assortments of seeds 
are being offered to Standard deal- 
ers, who are repeating last year’s 
seed promotion. Fertilizer is also 
being offered for sale, and dealers 
are being supplied with quantities 
of the “Victory Garden Guide” for 


—— 
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WANTED 


Assistant Advertising 
Manager 


One of our clients, a large national 
advertiser, is looking for a man, 
Preferably young, with sales or 
me iting experience, for the po- 
M h of Assistant Advertising 
aeeeet of one division of the 
a: This is a permanent po- 


Good o , » 
vancement. pportunity for ad 


oy al make application complete 

perl st letter, giving education, ex- 
ence, age, draft status, salary 

requirements, and references. 


- ‘ No 
interviews granted until after let- 


ter is receiv 
fidential ed. Replies held con- 


The Griswold - Eshleman Co. 


Advertisi 
——_ advertising Agency 


free distribution to customers buy- 
ing seeds or fertilizer. BBDO han- 
dles the account. 

Meanwhile, with the cooperation 
of the National Association of Per- 
sonnel Directors, literally thou- 
sands of companies are planning 
to sponsor Victory gardens for em- 
ployes, with railroads and trans- 
portation companies offering their 
vacant land for community garden 
use. The New York Central Sys- 
tem has again invited its employes 
to make use of tillable soil along 
its 11,000 miles of track. Last 
year, the company reports, at least: 
1,500 workers devoted spare time 
to grubbing, got lots of exercise, 
produced thousands of tons of 
food, and saved thousands of ra- 
tion points. The Pullman Com- 
pany has assigned one man to tour 
the country, speaking to railroad 
employes in each key town and 
urging them to start gardens as 
soon as possible. Employe maga- 
zines and house organs are stress- 
ing the need for gardens and giv- 
ing pointers on how to grow vege- 
tables. 

Bringing added information to 
citizens are editorial promotions in 
magazines and newspapers, as well 


as radio programs such as “Vege- 
tables for Victory,” given Feb. 26 
and March 4 over the NBC Pacific 
Coast network; the “Victory Gar- 
deners Report to the Nation,” pre- 
sented Feb. 26 over Mutual-Don 
Lee stations; and gardening pro- 
grams such as those sponsored by 
the Scott Seed Company, starting 
March 4, “Cabbages and Queens,” 
sponsored by the Ferry-Morse 
Seed Company in behalf of its 
5,000 California dealers, and the 
Prairie Farmer-WLS Victory Gar- 
den committee. 


Sets Example 


Chicago has set an example for 
other cities. In 1942 and 1943 it 
led the nation in the development 
of gardens, the Office of Civilian 
Defense enlisting all media in its 
successful campaigns. The only 
city to have instituted the prac- 
tice of registering individual vic- 
tory gardens, Chicago secured rec- 
ords of more than 26,000 gardens 
in 1942. This number zoomed to 
over 91,000 in 1943. 

A banner season is anticipated 
this year with large industries aid- 
ing in promoting gardens among 
their employes; with three of the 


city’s largest department stores— 
asking for Victory garden assign- 
ments—being given their choice of 
sponsoring radio programs, print- 
ing hundreds of thousands of 
copies of instructive garden litera- 
ture, and arranging window dis- 
plays and special decorations and 
merchandising features in their 
newspaper ads or garden depart- 
ments. Several public utilities, 
awaiting similar assignments, are 
planning miniature but real Vic- 
tory gardens in their windows or 
lobbies. 

One Chicago newspaper is con- 
sidering a typical demonstration 
Victory garden, while others in- 
tend to publish extensive garden 
columns. 

Even fine-arts sculpture is being 
employed to promote more Victory 
gardens, with Calvert Distillers 
Corporation’s first ad in a new 
campaign in the interest of the 
war effort carrying a reproduction 
of a sculptured Victory gardener, 
under the caption, “Salute to a 
clear-headed American.” 

The campaign, designed to 
glorify the home front fighter and 
dramatizing the achievements of 
the Victory gardener, broke with 


the March issues of the American 
Magazine, Click, Collier’s, Liberty, 
Pic and pulp magazines, employing 
four color pages. Large space 
units are also scheduled in 55 
newspapers in major cities across 
the country. Lennen & Mitchell is 
the agency. 


Tracy Heads Committee 


Lee Tracy, director of sales pro- 
motion, New York Mirror, has 
been appointed chairman of the 
New York Newspaper Promotion 
Group’s committee cooperating 
with the Publishers’ Waste Paper 
Committee. Serving with Mr. 
Tracy are Bud Foskett, promotion 
manager, New York Post, and 
Sydney Lowenberg, promotion 
manager, New York Journal - 
American, 


VITAMINS! 


Why not go into the big paying VITAMIN 
business? Sales are expected to double over 
1943. We have complete facilities—vita- 
mins, bottle, labels and 1 Complete 
stocks of standard formulas, or we make 
Why not let us give 
Write today. 


to your specifications. 
you complete details. 


THE GIBSON CO. Sits, Se"¢ioe 


NEENAH, 


KIMBERLY 
CLARK 
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500,000 “wires’ 
every day-made 
possible by PAPER 


Paper tapes, perforated to transmit electric impulses, send four 
messages in each direction simultaneously over the same wire! 
Paper teleprinter tapes rapidly record messages at their destination. 


Paper handles today’s volume of messages, which would com- 


pletely swamp the outmoded Morse key. 
In a single year, the telegraph industry uses enough paper tape 


to reach from the earth to the moon three times. And the annual 


WISCONSIN 


drafts, page printer rolls . . 


requirement of telegram blanks numbers more than a billion. 
Yes, it takes tons of blanks, tapes, envelopes, money order 
. plus 4,000 other vital paper items to 


operate the Western Union telegraph system. 


AL TOWER, CLEVELAND 13, Ohio 
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Lovelcoal PRinrinG PAPERS 


4N WARTIME 


Are Levelcoat Papers any different in wartime? 
Frankly, the answer is yes, because of wartime limitations 


and restrictions. But the difference is imperceptible to most 
people, thanks to the Kimberly-Clark research men who are 
devoted to the production of the finest quality Levelcoat 


Papers possible under present conditions. 
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Paper Situation 
May Improve, WPB 
Tells Newspapers 


(Continued from Page 1) 
particularly as manufacturers were 
able to reconvert to the use 
of metal and glass containers, re- 
leasing some of the paperboard 
contaigers now used for packag- 
ing. 

At the same time, Mr. Boeschen- 
stein renewed his campaign to re- 
duce the amount of paper and pa- 
perboard used for promotional 
purposes. Enlisting the support of 
Congressman Boren, chairman of 
the newsprint investigating com- 
mittee, he also pointed out that 
newspapers could not expect to get 
additional pulpwood at the ex- 
pense of “the newspapers’ own 
customers, manufacturers and dis- 
tributors, such as retail stores, 
which require many kinds of pa- 
per and paper packages.” 


“These are the customers, the 


advertisers and readers of the 
newspapers,” he said. “Unless 
there is some curtailment in the 
use of newsprint, these civilian 
users as well as our war require- 
ments will suffer disproportion- 
ately.” 

At a generally peaceful meeting, 
the committee heard that news- 
print grants on appeal under the 
revised limitation order had 
dropped to less than 5,000 tons for 
the first quarter, compared with 
an average of 60,000 tons per quar- 
ter last year; and that a surplus of 
32,329 tons of paper seemed as- 
sured for the first quarter. This 
surplus will be absorbed by future 
orders and inventories, the com- 
mittee was promised. 

New amendments to the WPB 
newsprint limitation order L-240 
adopted yesterday killed any re- 
maining hope of publishers of 
forced combination papers that 
they might get a better break in 
their newsprint quotas, currently 
based on the total morning, eve- 
ning and Sunday circulation of 
their various editions. 

One of a series of technical 
amendments announced by Arthur 
Treanor, director of the printing 


and publishing division, officially 


added to the order an earlier WPB 
interpretation that publishers fil- 
ing a single circulation statement 
with the Audit Bureau of Circula- 
tions shall receive a single paper 
quota for their morning, evening 


and Sunday papers, even though 
different names, formats and staffs 
may be used in producing the 
newspapers. 

Several publishers of forced 
combination papers had asked the 
division for separate quotas for 
their morning and evening papers, 
so they would get a more generous 
allotment under the sliding scale 
which is progressively severe on 
large circulation papers. 

Other amendments adopted re- 
quire newspapers to furnish WPB 
with copies of their orders for 
newsprint; excluded from inven- 
tories savings from other quarters; 
and changed the basis of inventory 
to the average daily rate of con- 
sumption during the first six 
months of 1944, rather than the 
current calendar quarter. 


MORE WAR PRISONERS 


New York, March 2.—The most 
hopeful development in the seri- 


ous paper and pulpwood situation 


this week was the indication that 
the Army plans to permit more 
war prisoners to go into the woods 
and cut pulpwood to bolster the 
fast diminishing supply in the 
hands of the paper mills. 
Approximately 2,000 prisoners 
have already been assigned to 
wood cutting, according to J. L. 
Ritchie, of the American Paper 
and Pulp Association. Use of 
prisoners involves numerous diffi- 
culties, such as housing, feeding, 
and supplymg guards. They are 
being used in units of 200, of 
which 20 are used to service and 
maintain the camps. Some mills 
have their own camps which pro- 
vide suitable housing, while in 
some areas old CCC camps have 
been utilized. 

“Basically, however,” said Mr. 
Ritchie, “there has been no real 
improvement in the pulpwood sit- 
uation. Paper production has been 
maintained by the mills at a sat- 
isfactory level, but at the expense 
of pulp and pulpwood inventories. 
In addition, inventories of finished 
paper have been greatly depleted, 
and the situation is grave, par- 
ticularly for the next 60 days. The 
waste paper salvage drive is pro- 
viding considerable extra tonnage, 
but the collections are still well 
under the needed quota. 

“The mills from now on will 
have to live on wood income.” 
The bill introduced in Congress 
by Representative Philbin and 
Senator Brewster, providing draft 
deferment for woods workers, is 
meeting strong opposition from the 
Army. 

The majority of paper mills are 
running now, with reduced inven- 
tories, but are showing increasing 
concern about 1945 production. 
The pulpwood situation has im- 
proved somewhat, thanks in part 
to the use of war prisoners in the 
woods. 
Consolidated Water Power and 
Paper Company, Wisconsin Rapids, 
Wis., for instance, reported that 
with a fairly good inventory it is 
operating at capacity, producing 
lighter papers to conserve stock. 
Lack of waste paper almost forced 
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ing paperboard, but even these 
machines have been kept going on 
a day-to-day basis. Consolidated 
is employing different species of 
wood in an attempt to stretch its 
supplies as much as possible. 
Raw materials remain the crux 
of the problem, with mills point- 
ing out that, given needed supplies, 
more paper can be turned out for 
Army and civilian use with little 
or no additional manpower. Plant 
capacity is adequate to meet de- 
mands, they say. More trucks are 
needed, too, mill spokesmen point 
out. 


CANADA ENFORCES BAN 


Ottawa, Ont., March 1.— The 
Canadian Wartime Prices and 
Trade Board announced this week 
that until April 30 manufacturers 
will not be permitted to turn out 
any newsprint lighter than the 
standard 32-pound paper for sale 
to U. S. users. 

The two-month ban on manu- 
facturing of lighter newsprint was 
revealed by Guy Hoult, newsprint 
administrator, who said it had 
been approved in advance by 
Washington, D. C., authorities. In 
explanation, Mr. Hoult said the 
time was necessary to investigate 
many technical problems involved 
in the proposed shift from produc- 
tion of 32-pound to 30-pound 
newsprint. 


‘Printers’ Ink’ Wins 
$250,000 Libel Suit 


When a well known psychiatrist 
excoriates the effects of daytime 
radio serials on the public, he lays 
himself open to public criticism, 
the U. S. Circuit Court of Appeals, 
New York, ruled last week in 
affirming the action of a lower 
court in dismissing the $250,000 
libel suit brought by Dr. Louis 
Berg against Printers’ Ink. 

The suit followed an article in 
the Feb. 12, 1943, issue of the pub- 
lication by Max Wylie of N. W. 
Ayer & Son, titled “Dusting Of 
Dr. Berg,’”’ and which assailed the 
arguments put forth by the psy- 
chiatrist in a pamphlet attacking 


suspension of two machines mak- 


daytime radio serials. 
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Mutual Drafts 
New Policy on 


st Religious Programs 


(Continued from Page 1) 


without funds received through 
radio contributions. 

It was also learned that while 
heretofore Mutual has opened its 
network facilities on Sundays at 
9 a.m., effective with its new pol- 
icy it will go on the air an hour 
earlier, thus creating time for two 
additional half-hour periods de- 
voted to religious programs. 
Significantly enough, the new 
Mutual edict principally affects its 
No. 1 client, Gospel Broadcasting 
Association, Los Angeles, which 
last year spent $1,566,130 on the 
network, topping the list of 60 ad- 
vertisers. 

Gospel, whose destinies are di- 
rected by Charles B. Fuller, con- 
sumes two hours every Sunday on 
Mutual, broadcasting the ‘“Pil- 
grim Hour” from 2 to 3 p.m., EWT, 
and the “Old Fashioned Revival 
Hour” from 7 to 8 p.m., EWT. Mr. 
Fuller is the presiding preacher on 
these periods, and according to re- 
ports, his exhortations for radio 
donations have been termed by 
many as outright “begging.” 

With Gospel compelled to relin- 
quish its 7 to 8 p.m. spot, Mutual 
anticipates carrying at least one 
half hour of this period on a sus- 
taining basis, since NBC presents 
Jack Benny from 7 to 7:30 p.m., 
making it somewhat of a problem 
to dispose of this time on Mutual 
to a commercial sponsor willing 
enough to buck such tough com- 


petition. R. H. Alber Company, 
Los Angeles, is the agency for 
Gospel. 


Only other religious program af- 


fected so far as time is concerned 
is the “Lutheran Hour,” sponsored 
by the Lutheran Laymen’s League 
from 1:30 to 2 p.m., EWT. This 
organization placed ninth in ex- 
penditures on Mutual last year, 
paying almost $500,000 to the net- 
work. Its program is probably the 
only one sponsored by an organ- 
ized, denominational member of 
the church, its history antedating 
those of other various non-denom- 
inational groups using the net- 
work. 

The League’s expenditure of 
about $500,000 yearly on Mutual, 
which has aired its preachings for 
11 consecutive seasons, reflects 
only a fractional part of its yearly 
outlay for broadcasting of its Lu- 
theran programs. The League 
uses a total of 450 radio stations 
in all countries where it is able to 
buy time, but the bulk of its ex- 
penditure goes to Mutual over ap- 
proximately 211 outlets, and a long 
list of independent stations in this 
country. Transcriptions are used 
on the latter. Solicitation for 
funds on the “Lutheran Hour” is 
done in a dignified manner, men- 
tioned only in the closing com- 
mercial. As a. result of each 
broadcast, about 12,000 letters are 
received weekly. 


Originates at KFUO 


The “Lutheran Hour” originates | 


from Station KFUO, St. Louis, 
which is also the League’s head- 
quarters. The station is owned by 
the Evangelical Lutheran Church, 
Missouri Synod, and is on the 
grounds of Concordia’s Seminary, 
largest Lutheran seminary in the 
country. The Lutheran broadcasts 
are presided over by Dr. Walter 
A. Maier, professor of ancient 
Hebrew at Concordia, and said to 
be the most noted and effective 
Lutheran preacher in the country. 
Gotham Advertising Company, 
New York, is the agency for the 
organization. 

Other paid religious programs 
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THE CHARLESTON 


OWNERS OF RADIO STATI 


to 


National Advertisers and 


Agency Representatives 


Your cooperation in granting optional insertion dates is 
proving tremendously valuable in helping us cope with a 
most difficult newsprint shortage—made doubly acute 


because of a 57.5% gain in circulation during the past 


It’s tough going—but your cooperation in 


keeps it from being alto- 


Thanks! 


EVENING POST 


Represented by 
THE JOHN BUDD COMPANY 


| Ca 


BC) 


aired on Mutual Sunday mornings 
are: 

“Voice of Prophecy,” sponsored 
by Voice of Prophecy, Inc., Los 
Angeles. This group is said to be 
comprised of Seventh Day Ad- 
ventists, whose expenditure on 
Mutual last year totaled $474,786. 
The agency is G. C. Hoskin Asso- 
ciates, Chicago and Glendale, Cal. 

“Young People’s Church of the 
Air,” sponsored by a group of 
Evangelists whose title bears the 
same name as the program. In 
1943 Mutual received $395,420 
from this organization, whose 
agency is Ivey & Ellington, Phila- 
delphia, where its client also 
maintains headquarters. 

“Detroit Bible Class” (Radio 
Bible Class), Detroit, which spent 
$270,370 last year on Mutual, with 
advertising placed through Air- 
casters, Inc., Detroit. 

“Wesley Radio League,’ which 
is guided by John E. Zola, with 
the sponsoring group carrying the 
same title as the radio program. 
This organization used $172,384 
worth of time on Mutual last year, 
with Aircasters, Inc., also handling 
the account. 

Mutual alone of the four major 
networks has an established policy 


of selling time to religious organi- 
zations, but it also allots free time 
for this purpose*as a public serv- 
ice, and gives over the 10:30 to 
11 a. m. period Sundays to its 
“Radio Chapel,” with a different 
faith utilizing the time each Sun- 
day. Also, every evening at 6 
p. m., EWT, Mutual airs a “Minute 
of Prayer” over the network, with 
different religious sects alternating 
in use of the time. 

Blue, NBC and CBS all have 
definite policies against the sale of 
time for broadcasting of religious 
issues; but all allot time for such 
purposes and carry religious pro- 
grams as a public service. 

The entire subject of broadcast- 
ing religious programs on a com- 
mercial basis is a delicate and 
touchy problem, which was high- 
lighted some years back when the 
fiery Father Coughlin used his 
network time, paid for by the 
Union for Social Justice, for a pro- 
gram criticizing the government, 
the President, Wall Street, the 
bankers, and the press. 

On the grounds that he was 
using the vestments of the clergy 
falsely to represent the true intent 
of his radio time purchase, WMCA 


refused to deal with the priest a 
number of years back. 

In the meantime, a new network 
is in the making which will make 
no bones about selling time for 
broadcasting of religious issues to 
any and all groups. Known as 
Associated Broadcasting Corpora- 
tion, it was formed by Leonard 
Versluis, owner of WLAV, Grand 
Rapids, Mich., and is said to have 
signed up more than 100 stations 
to air paid religious programs. 
The first, “Children’s Bible Hour,” 
launched by WLAYV, now is broad- 
cast on several regional and state 
networks. 


Colgate Hand Creams 
Make Debut in Test 


Cashmere Bouquet and Colgate 


liquid hand creams, two new 
products. of the Colgate-Palm- 
olive-Peet Company, New York, 


are undergoing test campaigns in 
newspapers of six markets in the 
Northeast. 

The illustrated black and white 
copy, suggesting a five-day test, 
includes a double - your - money - 
back offer. Sherman & Marquette, 
New York, handles the account. 


Wichita -- KFH | 


Terry 


War Baby 


« « « but Wichita’s Booming 
Aircraft Industry Isn’t! 


isa 


—photo by Montague Studios 


ITTLE Teressa Lynne East, daughter of Mrs. Maxine 


Lynch East who is employed at Beech Aircraft, is one of the 


hundred thousand newcomers who have doubled Wichita’s 


population—whose spendable income per family is more than 


double! Record breaking retail sales topping 16 million dol- 


lars monthly boosted Wichita to the No. 1 spot in the boom- 


ing Southwest—2nd place in the entire nation! Wichita 


pioneered in aircraft back in the early ’20’s—even before Wal- 


ter Beech founded the present Beech Aircraft Corporation in 


1932—in Wichita. Aviation is here to stay! 
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We will admit that now, when you can sell almost anything 


without much trouble, there is no pressure on any space 
buyer to be thrifty and smart and use The TIMES. 


But when times were tough for advertising, The TIMES was 
tops in making a dime do an advertising dollar’s work. And 
it still is. 


The TIMES had to be a superior newspaper to put itself 
across with a start in autumn, 1929, when other newspapers 
and businesses were folding like bridge tables. 


We put ourselves across by being closer to the people of 
Chicago than any other Chicago paper. More than 55% of 
our stock is owned by men and women who work on The 
TIMES. Most of the remainder is owned by people who live 
and work in Chicago. 


More than 95% of The TIMES circulation is within 40 miles 
of State and Madison Streets. We don’t try to con the adver- 


tisers who “want to cover Chicago” by running in on them 


pre-dated country editions that run second to good local 
newspapers down state in Illinois, in Indiana, Wisconsin and 


as far away as lowa. 


What we have consistently is THE HIGHEST CONCENTRA- 
TION OF READERSHIP IN CHICAGO OF ANY NEWS- 
PAPER, plus the closest intimacy with the people of Chicago. 


So it would seem to make sense that if you want to cover 
Chicago, the Number One paper is the leading exclusively 
Chicago newspaper. 


You won't win any expert rifleman medals spraying your 
Chicago shots in Keokuk, Peoria, Lafayette and Madison. 


But you’re sure to score by drawing a bead on the Chicago 


market with The TIMES. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


Hiestt ttt 


ee” hers THE JURY—Shown judging entries in the Associated Business Papers’ 2nd 

Americas Teac annual competition are, left to right: Elon Borton, advertising manager, La Salle 
doing important we Extension University; John E. Erickson, vice-president, The Caples Co.; J. W. 
are , ungsters Fleisch, advertising manager, A. Stein & Co.; and Oakleigh R. French, president, 
Theyre helping our yo morrow Oakleigh R. French & Associates. Other judges not present in the picture 


dy to carry on To" 
il that we are fighting an 


working for today. 


were: Keith J. Evans, advertising manager, Joseph T. Ryerson-Inland Steel Co.; 

Fred |. Lackens, advertising manager, Hays Corp.; and Homer McKee, Roche, 

Williams & Cunnyngham. Awards and certificates will be presented to the 

winners March 9 at a joint meeting sponsored by the Chicago Business 
Papers Association and Chicago Federated Advertising Club. 
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ae = tye rater arte semere d | cats SALUTES TEACHERS — Appearing in 
a : magazines and teachers’ publications, FIGHTS ABSENTEEISM—Reeves Brothers, Inc., in cooperation with the gov- 
- 7 . : 7 this copy is part of Wm. Wrigley Jr. ernment's efforts to reduce absenteeism, has placed 24-sheet posters along 
= 4 + gy ee. page 2 a alg = ral ge Co.'s latest wartime campaign which the approaches to - industrial plants in I! states. As another phase of this 
wned ead tdennel oa Ny ated in the Bon. gente sien esomesed jointly by The also includes car cards, posters and effort, Reeves is making available to work clothing cutters throughout the 
Meant Go Lewisville and U. $. Peeweed a "ten York fxs the signa- radio to pay tribute to America's country quantities of red, white and blue folders to be placed in the pockets 
rm sa UU, bacdfenne) Sieweeds. -—" 2 tee ae & Pratt. New York is the teachers. The familiar Wrigley Spear- of garments, which also aim to minimize absenteeism and build up production 
ee oe 9 y agency t charge ; mint package is the only product copy. in the country's war plants. Wortman, Barton & Goold, New York, is the 


(Story on Page 51.) agency. 
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PROUD PARENTS—Designers of the red, white and blue shield of the 4th 
ar Loan, which is said to have become the most widely publicized symbol 
history, are shown here with their creation and ads in which it has appeared. 
At left, Ralph Sinclair, copy chief, and (right) Hugh Ryan, art director of 
Ruthrauff & Ryan, New York. 


in STATE PROMOTION—Examples of magazine advertising used by four states to interest tourists and industrial concerns in 
coming their way show that this year's copy places more emphasis on postwar plans. The ads are those of the All-Year 
Club of Southern California, Washington State Progress Commission, Pennsylvania and Wisconsin. (Story on Page 48.) 
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600 PASSENGER BUS OF TOMORROW (08 some om next ween) DESIGNED & DRAWN BY > pao. 
; +142 
i THERE IS ANYTHING YOU WANT BUT DON'T SEE UST RIDE Mate £0 
NOTE: Aivy RESEMBLANCE TO ANY PERSON, OR THING ra eae ee ee ee a Oe BRILL-Q.C.f.- HALL-SCOTT 
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ABPRINT FOR FUN—The "600-passenger bus of tomorrow (or some day next week), complete with bowling alleys, elevators, shops, helicopter hangars and a round-the-deck trolley, is the concoction of 
*M. Reibel, of American Car & Foundry Co. and J. G. Brill Co. The blueprint appears in a folder which is giving the bus and mass transportation industry a laugh, but along with its humor, promises that 
the A, C. F. bus and the Brill trackless trolley “are going to be something to warm the hearts of even the most exacting operators.” (Story on Page 20.) 
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Dr. Phillip M. Hauser, assistant director 
of the United States Census Bureau, puts 


PHOENIX, ARIZ. 


in the top group of 17 fast-growing 
Metropolitan areas of the nation 
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You can’t afford to overlook these 17 cities: Ch 
arle: 


Atlanta, Ga., Charleston, S. C., Columbia, S. C., Columbus, Ga., Corpus erring t 
Christi, Tex., Dallas, Tex., Galveston, Tex., Houston, Tex., Jacksonville, apap 
Fla., Miami, Fla., Mobile, Ala., PHOENIX, Ariz., San Antonio, Tex., ade hi 


St. Petersburg, Fla., San Diego, Calif., Tampa, Fla., Washington, D. C. place? 
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BOB HALL, National Advertising Manager 
Represemtatives—Williams, Lawrence & Cresmer Co. 
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DICK LEWIS, General Manager 
Representatives—Paul H. Raymer Co. 
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